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CONSTANT 
VIGILANCE 





RIGID laboratory control, with critical 
tests all along the way, sees to it that 
every foot of Eastman negative film 
contributes its full quota of high quality 
and unvarying uniformity. Eastman 
Kodak Company, Rochester, N. Y. 


J. E. BRULATOUR, INC., Distributors 





Fort Lee Chicago Hollywood 
PLUS-X SUPER-XX 
for general studio use when little light is available 
BACKGROUND-X 


for backgrounds and general exterior work 


EASTMAN NEGATIVE FILMS 























To Business Executives 


with the courage to plan 


THREE YEARS AHEAD 











PROOF 


If you want proof that Caravel 


Plans get results, check with 


American Can Company 
American Viscose Corporation 
The Bates Manufacturing Company 
Wallace Barnes Company 
Black & Decker Manufacturing Company 
Cadillac Motors 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp. 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 


OR ANY OTHER CARAVEL CLIENT 





























EGARDLESS of the extent to which your company 
R is occupied with work for national defense, it is 
surely the part of wisdom to start planning for what 
may happen one year, two years, even three years 
from now... 

While we are devoting part of our efforts to pro- 
moting and producing vocational training films to 
speed defense, we are also helping a number of 
large business organizations prepare for all-out com- 
petition in the years ahead 

—By devising long-range training programs, to 
keep far-flung sales and dealer organizations 
ready to do a top-flight selling job whenever the 
signal flashes. 
—By promoting long-range educational pro- 
grams, to create a better understanding on the 
part of high school and college students (and 
their parents) of the many benefits which come 
to them as a result of the specific services of 
American business institutions. 
Both of these programs are designed to meet prob- 
lems that are bound to become increasingly perplex- 
ing; and since they cannot be escaped, it is surely 
good judgment to anticipate them with a plan that 
can be quickly adapted to each changing situation. 

May we tell you more about these plans—and from 
our many years’ experience suggest how they may 
contribute to the solving of your long-range prob- 
lems? A letter entails no obligation—and it may prove 
very well worth while. 


CARAVEL FILMS 


INCORPORATED 


New York * 730 Fifth Avenue °* Tel. CIrcle 7-6112 
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CAMERA 


NEWS & COMMENT 
OF THE PERIOD 


2 = oe 


TINUOTINULUNT STULL 


@ IN AN HOUR when uncertainty 
and doubt have laid their shadow 
over the brave spirit of the entre- 
peneur—when the reward for having 
the courage and the intelligence it 
takes to build and make lasting any 
business enterprise seems to be the 
slow death of material shortages, 
we cannot escape the feeling that 
this hour of crisis may well turn 
into a new era of untold progress. 

Certainly we must face squarely 
the nation’s enforced rationing of 
vital materials and the resulting in 
ventory of articles useful and other- 
wise to which must be directed or 
denied a portion of these vital re- 
sources. In the field of visual 
equipment, the inevitable layman’s 
judgment classified the educational 
and industrial as well as the gen- 
eral government uses of the film 
medium with that of the home ama- 
teur camera fan. In the first priori- 
ties list this essential equipment 
(regarded as one of Army and 
Navy's most priceless assets for 
training, morale and similar as- 
signments) was first classed with 
toys and amateur photographic ma- 
terials. 

This lack of definition between 
the “useful” and the “pleasure” 
purposes of motion and slidefilm 
equipment has been costly to the 
commercal film industry. Now 
that “useful” things will survive 
and many luxury articles for sport, 
hobbies, etc., are to be denied free 
use of vital materials needed for 
defense, perhaps the field of visual 
education in both industry and the 
schools, the vast uncultivated fields 
of adult and farm education and 
other purposes which truly serve 
the nation’s welfare will be de- 
veloped by both private and govern- 
ment interests. 


British Strive for Markets 
* The dramatic back-drop of war, 
put to public relations uses, was the 
dominant motif of a double-bill 
showing of English textile-makers’ 
films presented recently to a gather- 
ing of textile men in Buenos Aires. 
The first of the two films, called 
Convoy, demonstrated the dangers 
of shipping both raw cotton (to 
Britain for weaving) and finished 
articles (Britain to Buenos Aires). 
The second, bearing the title of 
King Cotton, is a technicolor film 
which traces the manufacturing 
process from arrival of raw cotton 





at Manchester docks to the manne- 
quin display of the finished gar- 
ments. Producer is the Manchester 
Cotton Board. 





Lee Hat Film In Television 

* As reported by Business SCREEN 
in past issues, many commercial 
films have been seen and heard on 
the National Broadcasting Com- 
pany’s New York television station, 
WBNT, but last month, for the first 
time, a commercial film, combined 
with a live talent cast of prominent 
sports figures, was telecast as a 
sponsored program. First to use 
the medium, and to launch a new 
scope in telecasting which may 
someday equal in magnitude the 
use of transcriptions in radio 
broadcasting, was the Frank H. Lee 
Company of Danbury, Connecticut. 

The program, produced by the 
Pathescope Company of America 
in conjunction with Bermingham, 
Castleman & Pierce, advertising 
agency, consisted of the motion pic- 
ture, Hat Parade, and a discussion 
of the impending gridiron classic 
between the New York Giants and 
the Eastern All-Stars in which 
Stanley Woodward, sports editor 
of the Herald-Tribune, interviewed 
Jim Crowley, Fordham coach, and 
Henry Toczylowski, Boston College 
star. 

Viewed on a receiver, the pro- 
gram ran smoothly and reflected 
none of the technical problems in- 
volved, such as the three sound 
channels used in the opening of the 
motion picture part of the program. 
This was necessary because the pic- 
ture, as originally scored by Pathe- 
scope, contained a portion of AS- 
CAP music which could not be used. 
The solution was a new recorded 
opening fanfare, commentary in- 
troduced on an “in person” micro- 
phone, and a quick switch to the 
sound track of the picture itself at 
the conclusion of the ASCAP music. 

Hat Parade, the picture used, was 
a shortened version of the same 
film as presented at the New York 
World’s Fair, telling of the per- 
sonal workmanship and attention 
involved in the making of a Lee hat. 


Films and Army Morale 

* The enthusiasm with which men 
of the nation’s military forces wel- 
come opportunities for recreation 
and entertainment is vividly illus- 
trated in a report received last 
month at U. S. O. headquarters 
from one of its mobile motion pic- 
ture units. 

The automovie is one of several 
such units being operated in the 
southern maneuvers area by the U. 
S. O. to bring entertainment to the 
soldiers taking part in the gigantic 


war games. 
(Continued on Page 8, Col. 1) 
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That’s Why Amprosound Pro- 

jectors are so Widely Used 

>= in Industrial Training and 
' “a, * Consumer Education 


r In addition to their 
: \ = 3 aes highly efficient sound re- 
; J production and clear illu- 
mination — Amprosound 
Projectors are really easy 
to thread and operate. 
This picture explains 
why. It also explains why 
Ampro Projectors are so 
widely used by leading 
industrial concerns — for 
employee, dealer and 
consumer educational 
training programs. 





The motion picture, with 

sound and color, is a powerful force for doing things 
that can be accomplished by no other media. It 
represents education at its highest point of develop- 
ment. Projectors are an essential need in all branches 
of the armed service and have been placed on the 
critical list of defense requirements. They are 
accepted by educators everywhere as a powerful 
teaching aid. 





Your motion pictures, through an Amprosound, 
will reach your audience, brilliantly clear with un- 
distorted tone—without losing their appeal by in- 
efficient projection. 


Use motion pictures for effective sales results. Use 
Amprosound for effective projection. 


Send for Catalog -e- 


and list of prominent companies who are using 
Amprosound projectors—in ever increasing numbers. 
The Ampro Catalog gives complete prices with 
design and construction details which makes the 
Amprosound an efficient, superior quality projector. 


1. Simplified Threading. 


Film “threads” straight through projector at 
only three points, (two sprockets and film gate). 


2. Triple Claw Movement. 


Affords Film Protection —The triple claw en- 
gages three sprocket holes simultaneously. 
Film with two adjacent torn holes can be 
successfully used. 


3. Sound Loop Synchronizer. 


Permits perfect synchronization of picture 
and sound by the exact forming of sound 
loop. Can be set without stopping the show. 


1 Ld | 
AMPRO CORPORATION (BS1141) 
2839 N. Western Ave., Chicago, lll. 


Please send me new 1942 Ampro Catalog. I am particularly 


r interested in: 
PRECISION CINE EQUIPMENT te d © New Amprosound 16 mm. Projectors 


© Ampro 16 mm. Silent and Convertible to Sound Projectors 





2839 N. Western Ave. * Chicago, Illinois Ampro is contributing to the Name 


National Defense Program in the a 
ee m manutacture of Aerial Cameras, ics 








ss 




















A Weapon of Defense 
That is Vital to America! 


#7 PQHIS IS THE WEAPON that appears on the 

waa Critical List of supplies regarded as essential 
by the United States Army and Navy. It is being used 
in every training center and on every ship and at every 


base of both arms of the service. 


In Nazi Germany educational institutions are 
equipped four-to-one over own school installations. 
In the hands of the Nazi diplomatic corps, this weapon 
was an acknowledged force in the preliminary conquest 
of Norway and later of the Balkans and a powerful 


factor in neutralizing Turkey. 


In England it has been a vital factor in the upholding 
of national morale and in the speeding of civilian 
training. Under government sponsorship it is being 
used in every hamlet and community throughout the 
British Isles every day of the year. In the diplomatic 
pouches of her able envoys, it is carrying the proof 
of Britain’s stout heart and indomitable courage, build- 
ing goodwill, holding tradelines in South America and 
throughout the yet-peaceful portions of the world, 


including our own country. 


Again, in the United States it is being groomed as 
one of the most potent weapons in our Latin-American 
goodwill campaign. Meanwhile it is also to serve the 
United States Office of Education in its appointed task 
of vitally important vocational training of workers 


needed in the defense industries. 


Quietly, day and evening, it brings important news 
and new ideas, better methods and essential explana- 
tions to workers, salesmen, dealers, students, farmers 


and government workers throughout the land. 


What is this powerful weapon? America invented it, 
perfected it, and has shown more ingenuity in its use 
than any other nation in the world. And now one of 


this nation’s most potent weapons is the film projector. 


We need it. 


O. H. COELLN, 


Editor: Business Screen 


November 5, 1941 








PRODUCTS AND 


@ JOINING HIS NAME with the ten 
leading figures in the development 
of the motion picture, The Society 
of Motion Picture Engineers has 
placed the late Mr. Herman A. De- 
Vry upon its roll of famous pio- 
neers and has so notified members 
of Mr. DeVry’s family and officials 
of the DeVry Corporation, projec- 
tor manufacturing concern of which 
he was president and founder. 
Mr. DeVry’s name is linked with 
that of Thomas A. Edison and 
other celebrated pioneers in the 
listing which now appears each 
month on the back cover of the 
Society’s Journal. He is the first 
Chicagoan and, in fact, the first 
man outside the East to receive 
this acknowledgment of his count- 
less contributions to the arts and 
science of the picture industry. 
Slides in Natural Color 
* Color Illustrations, Inc., is one 
of the many concerns doing much 
excellent work in the new field of 
three dimensional slides and slide- 
films in full natural color. Re- 
cently turned out by this studio are 
two productions prepared through 
Young & Rubicam for their clients, 
Birds Eye Frosted Foods and the 
Simmons Company. 
THree Dimensional EFFEcts 
For Birds Eye a series of 22 three 
dimensional slides illustrating the 
company’s advertising plans has 
been devised. As the subject mat- 
ter was flat copy, considerable in- 
genuity was necessary to make 
what otherwise might seem to be 
very ordinary pictures into some- 
thing to easily hold the attention 
of the audience, which in this case 
consisted of sales executives and 
managers of the company gathered 
at conventions. The solution was 


PERSONALITIES 


found in multiplane sets for each 
picture. For instance, in one 
frame, a Birds Eye advertisement 
is pictured of a roast turkey; to in- 
ject interest into this flat copy ad 
it was photographed with a man’s 
hands, holding a carving knife and 
fork and about to carve the turkey. 
The humorous touch is heightened 
all the more, of course, by the 
three-dimensional effect. 

Use New SVE Projectors 

Such productions as the Bird’s 
Eye Series are projected on a spe- 
cial slide projector, such as SVE’s 
model SA, while the audience is 
provided with Polaroid viewers. 
The Simmons series, depicting the 
Beautyrest mattress, was used in 
this way, and also was made into 
Kodachrome strip film for use on 
Tru-Vue viewers. 


Now aT REASONABLE Cost 

Kodachrome three dimensional 
slides and slidefilms have received 
much acclaim from audiences who 
have seen this type of production, 
and from sponsors who have taken 
of it’s lifelike presentation of their 
product, but until recently the cost 
angle has caused considerable reti- 
cence on the part of prospective 
sponsors in adapting it to their 
needs. But now most responsible 
producers are equipped to produce 
fine quality three dimensional work, 
and processing charges are much 
less than formerly was true. 


SpeciaL Devices DEVELOPED 

Harold Sandak and Palmer 
Shannon of Color Illustrations 
have done much to forward the in- 
creased use of three dimensional 
color slides. By the use of special 
devices of their own invention they 
are able to offer top quality color 
duplicating work at reasonable cost. 





* Just announced as a special 
feature for the guidance of buy- 
ers in the field of visual equip- 
ment and accessories is a month- 
ly feature, the new Business 
SCREEN EQUIPMENT MART, which 
will contain listings of sources 
of supply and items about out- 
standing products. First of these 
to be featured is the Neumade 
Products Corp. of New York City. 





BUSINESS SCREEN'S NEW EQUIPMENT MART 





@ Neumade Standard all steel 
cabinets are being used contin- 
uously in many important gov- 
ernment departments for the 
protection of valuable ofhcial 
films . . . Important of course. 


Important too, for industry 
to protect its costly sales and 
training promotion films. Neu- 
made steel cabinets as- 
sure fresh films in per- 
fect condition for 
instant screening. 


Available at Neumade 


Products Corp., 427 W. 
42d St., New York City. 
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SWELL PICTURE! BUT IS ITA SELL PICTURE? 


It takes more than a camera to make a successful 
commercial or industrial motion picture. 

It takes advertising and selling “savvy”, as well as 
the “know how” of putting action and dialogue on film. 

Castle has this specialized knowledge.—Knowledge 
accumulated in 26 years of making and distributing 
films. 

That’s one reason why leading manufacturers and 
organizations have chosen Castle Films to make and 
distribute their pictures. 

Make motion pictures a potent sales force for your 
organization! Use them to move merchandise... and 


ideas. Be sure they’re sell pictures as well as swell 
pictures. Consult Castle Films without obligation. 


m=SOME OF AMERICA’S LEADING INDUSTRIES FOR WHOM— 
CASTLE MAKES AND DISTRIBUTES FILMS: 


Procter & Gamble ...E. I. du Pont de Nemours Company 
(Finishes Division) ... California Fruit Growers Exchange 
..- Pennsylvania Railroad ... Southern Pacific Railroad 
... Carrier Engineering Corporation ... Pabst Brewing 
Company ... Sealright Corporation ... Aetna Casualty & 
Surety Company... Spreckles Sugar Company .. . Lily 
Mills Company ...The Fuller Brush Company ... Lenox 
Pottery. 














castit MAKES MOVES... CASTLE GETS THEM SEEN! 
ASTLE FILMS 


Pe eat CHICAGO 
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RCA BLDG...... 
FIELD BLDG.... 
RUSS BLOG. . SAN FRANCISCO 


NEW YORK 


. . CHICAGO 
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outside Rocking 
ham. N. C.. the operator of one of 


“They 


(Continued from 


From a point 
the units reported: watched 
this one in a pouring rain. Thomas 
Jenks. U. S. O. field 


amazed to see these men stand for 


worker. was 


rain to see a 
The 350 en 


dured the dow npour to see the film 


two hours in the 


movie. who en 


show had spenl the day maneuver 
ing in the rain. 

Other reports from operators of 
the tell 


conditions 


units interesting 
the 
which the shows are presented and 
of the 
ceived by 

One. 


said the men were “very apprecia 


mobile 
stories of unde r 


way in which they are re 
the men. 

sent from Alexandria, La.. 
tive, due to the fact we were work 
ing under fire all during the picture. 
This is but a 
great experience. told me in 


had 
the 


roughing it. 
They 


the camp that I was a casualty; 


really 


been fired on going through 
lines.” 


Also 


working 


from Alexandria: “I am 


under fire and may be 


bombed any minute 


or captured.” 

“The major reported the morale 
before we arrived very low.” wrote 
another U. S. O. automotive opera 
from Olla, Okla. “When we 


everyone was and 


tor 
left. 


laughing.” 


singing 


From a spot eight miles west of 
Lake Charles, La.: “ 


of boys. who assisted the automovie 


A grand group 


in every way possible, such as cut 
ting off tree limbs for clear vision 
as this showing was right in the 
swamps.” 

The mobile film unit. carrying a 
self-contained projector and sound 
system, consists of a large trailer 
type truck. 
the can be raised 
above the level of the truck top, so 
3.500 


W hile 


The rear section, con 
taining screen, 
watch 
flat 


sound 


as many as men can 
seated on a 


equipment can be used as a 


1 showing 
stretch of ground. 
public 
address system or in connection 
with a phonograph or radio. 


In Winfield, the 


were so crowded by the sudden in 


La.. streets 
flux of maneuvering troops that the 
commanding officer and the Mayor 
asked the U. S. 
to bring an 


Q. representative 


automovie into town 
and give a show in the ballpark. 
“The idea was to relieve the con 
gestion in town,” wrote the opera 
1.000 


well the idea worked. 


tor: an attendance of indi 
cates how 

From almost every point, reports 
come from the mobile movie op 
erators that “the commanding ofh 
cer wants us to come back as soon 
that 


“the chaplain says this is the finest 


and often as possible” and 


morale builder yet devised for the 
men in the field.” 


Each month Business Screen publishes an 
interesting letter from a typical reader 


FILM FORUM 
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lo the Editor, 
Business Screen 
* During the 
have incorporated films in many 
We 


pictures 


each meeting. Our equipment in- 


Vagazin cludes a very fine 16mm. sound 


past two years we motion picture projector and an 
experienced operator. 

of our Foreraan Club meetings. 
find 


definitely 


For a picture program we select 
motion several films that are more or less 


club 


provoke discussions regarding man 


these sound 


stimulate interest. related and have definite appeal to 


the club We 


rather large list of films available 


members. have a 


ufacturing methods used elsewhere. 


factory operations, supervision and — from many industries showing man- 


management, and enable us to  ufacturing processes, assembly 


adapt some of these procedures to lines, etc. For example, we might 


our system. select films for one particular meet- 
Our yearly program is designed 


so that 


ing showing proper use of spray 


every third meeting is de- guns, lacquer and protective coat- 


voted to motion pictures, unless, ing applications, fabricating plas- 


of course. we are conducting a se tics, or again, automatic screw ma- 


ries of lecture-pictures on some chine operation as we have depart- 


phase of manufacturing, supervi ments that specialize in these vari- 


sion, etc. Then we use pictures for ous operations. To properly bal- 


Minute Movies present “"BOOMTOWN”, U. S. A.—(cities 

whose industrial payrolls have mushroomed because of 
National Defense Contracts)—currently the biggest Box Office Attraction for 
advertisers. Through Minute Movies you can reach vast audiences of workers 
and their families with your advertisement (presented in Sight, Action and Sound) 
as part of the regular show. No pages to skip—no dial to turn—a product 
demonstration that tells your entire story from start to finish. Akron, Detroit, Los 
Angeles—in fact you'll find Minute Coverage Availability parallels locations 
and naborhoods of these Boomtown workers. Reach them at a basic cost of 
$3.00 per thousand reader-hearers. 


GENERAL SCREEN ADVERTISING, INC. 
Wrigley Bldg. Chicago 
National Sales Representatives: 

MACY & KLANER 
Wrigley Bidg., Chicago 
JAM HANDY THEATER SERVICE, INC. 

19 W. 44th St., New York City © Gen. Motors Bidg., Detroit, Mich. 


ance our picture program we also 
include sport, travel, or recreation- 
al films. Group reaction is very 
favorable to this type of set up. 
During our study of 
motion 


time and 
with 


lecturer, we used sound motion pic- 


economy, along our 
tures which clearly depicted basic 
arm and leg movements, variations 
that might be adapted, and scien- 
tific arrangement of materials, 
tools, etc., before an operator. We 
instruction is 
superior to text books or lectures 
only, and the greatest 
good in supplementing other forms 


are convinced visual 
performs 


of instruction. 

At the present time we have en- 
gaged a series of sound slidefilms 
dealing 
and its 


with factory management 
Fol- 


lowing each picture a club mem- 


attendant problems. 


ber presents a lecture-discussion of 
points brought out in the film as 
they may be adapted to our manu- 
facturing of desk 
sets, Skrip, etc. It is also quite pos- 


pens, pencils, 
sible we will secure shortly, sev- 
eral films showing correct opera- 
tion of the newest types of auto- 
matic milling 
presses, etc. 


machines, lathes, 

We have enjoyed very fine co- 
operation with all industries con- 
tacted for loan of their films and 
we are indeed grateful for their 
assistance. Quite often those indus- 
tries who films will sub- 
mit a preview of the pictures to 
be shown, or mats that are suitable 
for publication in the local news- 
paper. 


loan us 


Pamphlets may also pre- 
cede a picture explaining what we 
might expect and every effort is 
made to provide a successful pro- 
gram. 

It would industries 
should avail themselves of | this 
method of placing their products 
and the processes that are involved 


seem more 


in producing their merchandise, be- 
fore large groups. One cannot help 
being influenced toward purchasing 
products whose manufacture he has 
viewed on film, and which usually 
involve displays of modern, effi- 
cient plant equipment, material 
control, trained workers, as well 
as the constant research being car- 
ried forward. More pictures of this 
type would also answer the needs 
of groups such as ours, schools, 
civic organizations, etc. 

Wayne M. Biklen, 

Secy., Foreman Club, 

W. A. Sheaffer Pen Co. 

Editor's Note: In America’s 

workshops, a rising appreciation of 
the value of the film medium for 
employee entertainment and educa- 
tion is noted. Other company ex- 
periences will be appreciated by 
this department: address Fi_m 
Forum, c/o Business SCREEN. 
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For Traveling "Shows" 
Use the DA-LITE CHALLENGER 


This compact, portable screen, with the glass 


beaded fabric, metal case, and tripod all in one 
unit, is ideal for presentations to jobbers and 
dealers throughout the country and for em- 
ployee-training classes throughout your plant 
It can be quickly set up anywhere, yet folds 
compactly for easy carrying. It is the only 
screen with square tubing in the tripod center 
rod and in the extension support. Its sturdier 
construction assures unequalled rigidity for 
supporting even the larger screens up to and 
including 52” x 72”. The handle is mounted 
on a special bracket that encompasses the case 
(but not on the thin metal of the case). The 
Challenger is the only screen which can be 
adjusted in height merely by releasing a 
spring latch and raising the extension support 
12 sizes from 30” x 40” up to and including 


70” x 94”. From $12.50* up. 


DA-LITE REPLACEMENT FABRICS 


If your screen surfaces have become soiled 
or damaged ask your supplier about Da-Lite 
replacement fabrics. For Da-Lite Screens there 
is no additional labor charge for mounting. 
Make your screen new again with a Da-Lite 
Available 
for all standard sizes of screen surfaces. 


Glass-Beaded Replacement Fabric. 








Brilliant Projection, Show 


GLASS - BEADED 
SCREENS 


Whether you use motion pictures and slidefilms for 
training men for defense jobs or for sales promotion 
or improvement of dealer relations, the success or ef- 
fectiveness of your visual program depends largely on 
your sereens. For sharp definition, maximum bril- 
liance, and true reproduction of colors in color film 
or gradations of tone in black-and-white pictures, ex- 
perienced film users rely on Da-Lite Glass-Beaded 
The Da-Lite beaded surface is the most effi- 





(Reg. U. S. Pat. Off.) 


Screens. 


cient for all average projection requirements. Da-Lite 
makes white, silver and beaded screens, but recommends 
the beaded surface for all except unusual conditions. 
32 years of leadership in screen manufacture have 
made Da-Lite Screens first choice of critical buyers. 
Ask your producer about Da-Lite equipment. 
Dept. 11B for literature. 


Write 


DA-LITE ELECTROL 
HANGING SCREEN 


For plant auditoriums, 
for company training pro 
grams, and for entertain 
ment, where pictures art 
to be shown to large 
groups, the electrically- 
ELECTROI 


offers utmost convenience 


operated 


and long life. It is the 





a A only 


automatic 





truly 


; . screen ever built for non 
The Screen fapric, roue? mounting, ml 


theatrical showings. Sizes 


tor and gear drive are housed in one 

»)’ ”)’ ‘ 
ompact unit which can be quickly in up to 20 x 20’. Write 
stalled in classroom or auditorium. for details. 


DA-LITE MODEL B 
HANGING SCREEN 


For semi-permanent 
installations, the Da 
Lite Model B spring 
operated screen offers 
great convenience at 
moderate cost. The 
screen fabric is mount- 
ed in a_ protective 
metal case and is 
available in 13. sizes 
including square sizes 


From $6.50* up. 


Scene from Deere and Company's motion picture, 


“Melody Comes to Town,” shown on a 


Da-Lite Model B screen. 


* Prices slightly higher on the Pacific Coast. 


THE DA-LITE SCREEN COMPANY, 


CRAWFORD 


a ie NORTH 
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DA-LITE AGAIN 
FIRST IN 
Sales Management 
1941 Survey 


Sales Management’s Oc- 
tober 1Oth report on lead- 
ing business films of 1940- 
41 shows that of 29 com- 
panies giving makes of 
screens used, 27 list only 
Da-Lite. 


Partial List of 
Prominent Users 
Armour and Co. 
Continental Oil Co. 
The Cleveland Tractor Co. 
The Mercury Corp. 
Lion Oil Refining Co. 


United Wallpaper Factories, 
Inc. 


The Firestone Tire & Rubber 
Co. 


International Harvester Co. 


Nash Motors Division, Nash 
Kelvinator Corp. 


General Mills, Inc. 

Illinois Central System 

Smith Brothers Mfg. Co. 

H. J. Heinz Co. 

General Electric X-Ray Corp. 
Deere & Co. 


Savings Banks Assn. of New 
Hampshire 


Kelvinator Division, Nash Kel- 
vinator Corp. 


York Ice Machinery Corp. 
The Toledo Steel Products Co. 


Minneapolis-Moline Power 
Implement Co. 


The Crosley Corp. 
The Perfect Circle Co. 


Chrysler Division, Chrysler 
Corp. 


Ford Motor Co. 
Great Northern Railway Co. 


General Electric Appliance 
Co. 


The Pure Oil Co. 


Youngstown Pressed Steel, Di- 
vision of Mullins Mfg. Corp. 


Plymouth Division, Chrysler 
Corp. 


J. 1. Case Co. 
Charles P. Cochrane Co. 


Oldsmobile Division, General 
Motors Sales Corp. 


The Todd Co., Inc. 


Michigan State Board of Con- 
trol for Vocational Education 





CHICAGO, 


ILLINQIS 











PUT YOUR BUSINESS FILMS IN THE HANDS OF A 


Circulation Manager 


This is a fight talk— straight from our shoulder to all 
executives with business pictures and audience-problems. 
It’s about the difference between crowd-showing and 
group-showing. 
Acv barker with a megaphone can shout together a 
crowd. Your film, like all advertising, needs a selected 
group. Cost-per-customer makes it so. 


Magazines and newspapers know this, so they have 
Circulation Managers to build a specific kind of audience 
for the advertiser. 


That’s the job we want from you: Make Modern Talking 
Picture Service the Circulation Manager for 
your business films. Consider, dear sir, our 
qualifications: 


EXPERIENCE: 204,898 showings of sponsored films... 
to the right kinds of people. 
SET-UP: Operators and equipment established in every 
major U. S. market, with easy access to secondary markets. 
ABILITY: To show your film to the people most interested 
in it. (From Soup-tasters to Nut and Bolt buyers.) 
SALARY DESIRED: Between '/20 and 1/2 cent a head per 
minute, depending upon the degree of selectivity you 
require. 
DO WE GET THE JOB? 
Find out exactly how this top CIRCULATION MAN- 
AGER for business films can deliver you the 
audience your picture needs. Call CIrcle 6-0910 
or write us now. 








MODERN TALKING PICTURE SERVICE, ING. 


CIRCULATION MANAGERS FOR BUSINESS FILMS « 9 Rockefeller Plaza, New York, N. Y. 
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@ THE CONCENTRATION of indus- 
trial production for defense in ap- 
proximately one hundred American 
cities has created a marketing situ- 
ation which calls immediate atten- 
tion to the advantages of the screen 
medium. 
tion of the 


Not only is a huge por- 
increased spending 
power of the country concentrated 
in these areas but it is the kind of 
audience which may be best reach- 
ed via the screen, in groups and in 
the local theatres. 
AMUSEMENT SPENDING INCREASES 
The thirst for entertainment on 
the part of these workers is already 
evidenced by the reports of tre- 
mendously increased spending for 
amusements, recreation, travel, etc. 
over the past summer months. The 
amusement world, according to one 
financial paper* says that the 
Fourth of July touched off the 
spending explosion. So sharp and 
sudden was the spurt that it was 
dismissed as a flash in the pan. 
But succeeding summer weeks, 
generally dedicated to fresh air and 
sunburn, continued to pile up cash 
in theatre box offices, book and 
liquor stores, railroad, bus and air- 
line ticket offices. 





*Wall Street Journal, September 10, 1941. 
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REACHING D 





Some of these new defense pro- 
duction centers are creating new 
towns. At Wilmington, Illinois, 
the new government powder load- 
ing plant is a typical new popu- 
lation center. Nearby Joliet, Kan- 
kakee and the not far distant Chi- 
cago amusement places have felt 
the impetus of this spending. In 
retail establish- 
ments are being opened and others 
have had their business trebled. 

Centers like Akron, Detroit and 
Pittsburgh and the New 
cities boasting precision machine 
manufacture were bound to feel the 
greatest impetus of the defense era. 
Their booms are 


other centers, new 


England 


made of solid 
stuff for the contracts are at least 
While 
centers like Detroit may suffer tem- 
porary setbacks due to rationing of 
usual 
increased defense production will 
soon take up the slack. 


of several years duration. 


lines, such as automobiles, 


Wat Mepium For Apvertisinc? 

Many kinds of media are avail- 
able to the advertiser looking to- 
ward these surefire markets. Cer- 
tainly the trend calls for concentra- 
tion of power upon the markets 
themselves, which, in turn, calls for 
local media such as spot radio, the 








EFENSE MARKETS VIA THE SCREEN 


newspapers or local screen show- 
ings. Of these, a “best bet” as 


proven by actual case records of 
attendance and available locations 
and because of its natural advant- 
ages of sight and sound selling, is 
the screen medium. 

Even before new theatres could 
spring up to meet the insatiable 
desire for film entertainment, audi- 
ences gathered in open fields to 
watch roadshow projected programs 
of entertainment films. 

Because of the newly-created 
production boom, many other fac- 
tors point to the screen medium. 
Much of the population in these 
areas is migratory, there are few 
loyalties or habits which the ad- 
vertiser may count upon in select- 
ing media. But the one common 
denominator for all is entertain- 
ment—as witness the sharp upturn 


in amusement revenues for each 


area. Another is the natural tend- 
ency of Americans toward group 


activities. Churches, social clubs 
and such community activities as 
parent-teacher organizations spring 
up quickly and in many of these 
areas, the labor unions provide both 
educational and social activities 
for newly enlarged memberships. 





Buy DuraBLe Goops 
After a 
luxuries have been satisfied, these 


very few desires for 
defense-prospering customers seem 
to be buying long-lasting goods and 
permanent things such as housing, 
clothing, appliances and other ar- 
ticles which the 


American house 


wife considers as necessities of 
modern living. They are buying 
insurance and thrift programs. And 
remembering is 


one thing worth 


that they are establishing new 


habits and tastes since many of 
them are entering the buying mar 
kets for the first time after many 
years of reduced incomes. 

Straight 


will fall on fertile ground and film 


advertising messages 
material with the product trans- 
lated in the living images of the 
screen has a tremendous advantage. 
Because of the concentration of 
these audiences they may be reach- 
ed with greater economy than ever 
with a minimum of 
Pictures brought directly 
to their communities or into the 
nearest center where such facilities 
exist will find the exact kind of 
audience without difficulty. Copy 
may therefore be direct and result- 
(Please turn to the next page) 


before and 
waste. 






il 











(Continued from previous page) 


ful because it will pretty generally 
fall upon ears eager to listen and 
to see the message on the screen. 
The technical advantage of the 
screen permits wide latitude of crea 
tive interpretation. For instance, 


cartoon animation in color has re 


* A SURVEY OF SCREEN ADVERTISING OUTLETS IN KEY DEFENSE MARKET AREAS * 


Areas affected by 
MMstrict 


1s computed by ti 


cently been proven one of the most 
acceptable salesmen on the screen. 

Other familiar techniques include 
the “news-report” style, diagram 
matic animation explaining operat- 
ing advantages for mechanical sub 
jects, and the short dramatic skit 
in which the product is introduced 





prime contract awards and project orders up to April 30, 1941 grouped according to Federal Reserve 
s. Contract figures as released by the Office of Production Management and estimated resulting purchasing power 
vailable theatre outlets and average weekly attendance as tabulated from the 


re staff of Dun’s Review 


in use. Costs of production are not 
very high and a great deal of the 
budget may therefore be directly 
expended on the actual circulation 
in the field. 

During the summer period, when 
resident draftees were away on ma- 
neuvers, the towns near the larger 





army camps were not high-spot 
markets. But they’re booming again 
this fall and for the advertiser with 
a product or public relations ob- 
jective that can take the soldier’s 
special problems and limitations of 
budget into consideration, the 
(Please turn to Page 24) 





records of General Screen Advertising, Inc., national screen advertising distributor 


DEFENSH 
INDUSTRIAL AREA 


1. Boston, Mass 


Esti. Resulting 
Total Purchasing 
Contracts Power Per Average 
and Orders Capita Available Weekly 
(Add 0600 Dollars Theatres Attendance 


BOSTON DISTRICT 





739.969 180 75 1,003,750 
2. Hartford, Conn. 248.772 317 7 102,780 
3 Manchester, N. H. »,558 16 8 74,440 
i New Haven, Waterbury, Conn 48,142 45 13 113,746 
| 5 New London, Conn. 164,009 893 3 36,540 
6. Newport, R. IL. 28,053 522 3 28,080 
| i. Pittsfield, Mass. ) 12 4 27,400 
8. Portland, Bath, Me. 171,738 622 12 134,300 
| 9. Portsmouth, N. H 30,970 07 3 25,000 
| 10 Providence, R. I Fall River 
New Bedford, Mass ) 1 14 23 244,160 
11. Springfield, Holyoke, Mass 17,692 23 13 163,410 
12 Worcester Mass 26,840 24 7 70,000 
Rest of District 73,59 
Total—Boston District 1,588,591 171 2,023,606 
NEW YORK DISTRICT 
| 13. Albany, Schenectady, Troy, N. Y 140,369 139 10 78,000 
| 14. Binghamton, N. Y 7,821 27 4 16,500 
15. Bridgeport, Conn 114,064 131 13 68,750 
16. Buffalo, N. Y. 177,618 113 38 304,700 
17. Dover, N. J 80,326 597 
18. Nassau County, N. Y 128,190 191 
19. Newark, Jersey City, N. J 793,872 168 27 360,500 
20. New York City* 47,573 46 266 2,709,808 
21 Rochester, N Y 8,231 6 24 168,600 
22. Syracuse, N. Y 1,012 28 22 242,200 
23. Utica, N. Y 4,238 112 7 54,500 
Rest of District 71,022 
Total—New York District 2.194.336 411 4,003,558 
*Includes Manhattan, Bronx, Brooklyn, Long Island, Staten Island. 
PHILADELPHIA DISTRICT 
24. Allentown, Bethlehem, Pa $0,273 38 12 107,900 
Bloomsburg, Pa 61,147 504 : 
26. Camden, N. J 16,282 709 4 47,000 
27. Philadelphia, Pa 620,249 154 85 749,100 
28. Reading, Pa. 8,694 16 2 25,000 
29. Seranton, Wilkes-Barre 6,821 4 6 22,300 
0. Trenton, N. J 7,441 20 2 13,000 
$1. Wilmington, Del. 720 17 1 10,000 
$2. Williamsport Pa 16,672 110 2 $2,400 
33. York, Harrisburg, Lancaster, Pa 29,507 20 22,500 
Rest of District 15,90 
Total— Philadelphia District 1,318,709 117 1,029,200 
CLEVELAND DISTRICT 
4 Akron, Ohio 20,508 29 17 97,650 
3 Canton, Ohio 7 49 6 68,500 
46. Cincinnati, Ohio 38,338 20 44 85,150 
Cleveland, Ohio 182,524 73 16 22,719 
38 Columbus, Ohio » 846 6 21 19,200 
39. Dayton, Ohio 7,677 6 13 73,000 
10. Eris Pa », 149 12 7 44,300 
il. Pittsburgh, Pa 77,962 18 27 186,000 
42 Ravenna, Ohio 719 2 12,000 
18. Springfield, Ohio 4,527 20 3 15,550 
i4 Toledo, Ohio 15,135 19 17 92,400 
i5 Wheeling, W Va 8,784 9 3 16,061 
i6. Youngstown, Ohio ),930 l¢ 5 68,800 
Rest of District 17,6 
rotal—Cleveland District 1,17¢ 211 1,201,330 
RICHMOND DISTRICT 
47 Alexandria, Va 134,119 170 2 10,500 
48. Baltimore, Md 94,316 171 47 408,000 
i9 Charleston, 5. ¢ 86 440 ~ 92,000 
0 Charleston, W. Va ,.981 116 7 65.160 
51 Indian Head, Md 13 4 1 2,400 
52. Norfolk, Newport New Va 8 1,274 19 142,000 
38. Radford, Pulaski, Va 83,484 688 2 11,500 
54. Richmond, Va 2,06 i 15 93,000 
Rest of District 204,60 
Total—Richmond District 1,379,267 101 824,560 
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Esti. Resulting 














Total Purchasing 
DEFENSE Contracts Power Per Average 
INDUSTRIAL AREA and Orders Capita Available Weekly 
(Add 000) Dollars Theatres Attendance | 
ATLANTA DISTRICT 
55. Atlanta, Ga. ... $6,748 $2 42 350,930 | 
Birmingham, Ala. 12,432 ll 25 159,550 
57. Chattanooga, Tenn. 20,026 40 
58. Childersburg, Ala. 546 2 4,000 
59. Knoxville, Tenn. 9 8 33,500 
60. Mobile, Ala.; Pascagoula, Miss. 320 10 46,800 
61. Nashville, Tenn. 7 15 103,700 
62. New Orleans, La. 12,594 12 47 322,500 
Rest of District 247,981 ‘ 
Total—Atlanta District 494,912 149 1,020,980 
CHICAGO DISTRICT 
63. Anderson, Muncie, Ind. 4,141 11 s 64,600 
64. Battle Creek, Mich. 15,453 69 4 37,728 
65. Cedar Rapids, Iowa 2,762 13 1 5,000 
66. Chicago, II. 274,931 27 135 1,498,330 | 
67. Detroit, Mich. 504,739 112 67 392,647 
68. Flint, Mich. 30,133 57 14 83,228 
69. Fort Wayne, Ind. 1,834 5 9 5,700 
70. Grand Rapids, Mich. 1,085 2 21 123,089 
71. Indianapolis, Ind. 78,866 106 35 174,667 
72. Manitowoc, Wis. 34,544 329 4 17,600 
73. Milwaukee, Wis. 61,852 30 50 274,010 
74. Muskegon, Mich. 38,619 211 5 33,000 
75. Peoria, Ill. 1,257 2 6 61,590 
76. Rockford, Ill. 21,214 57 5 33,000 
77. Rock Island, Ill. 9,622 74 5 13,800 | 
78. Saginaw, Bay City, Mich. 41,079 88 24 136,662 
79. South Bend, La Porte, Ind. 108,228 188 11 93,500 | 
Rest of District 138,890 
Total—Chicago District 1,369,249 404 3,128,151 
| 
ST. LOUIS DISTRICT 
80. Evansville, Ind. 1,261 4 s 33,300 
81. Louisville, Ky. 167,383 156 20 128,800 } 
82. Memphis, Tenn. 704 1 27 170,250 
83. Milan, Tenn, a 38,837 362 1 3,900 
84. St. Louis, Mo. posate 230,906 79 31 194,371 | 
Rest of District . . 79,379 | 
Total—-St. Louis District 518,470 87 530,621 
MINNEAPOLIS DISTRICT 
85. Minneapolis, St. Paul, Minn, Dist. 17,904 19 76 419,500 
KANSAS CITY DISTRICT 
86. Denver, Colo. ... 131,914 172 26 198,057 
87. Kansas City, Mo.; Kansas City, Kan. 102,729 66 61 409,388 
88. Omaha, Neb. 13,187 22 23 112,350 
89. Wichita, Kans. 42,924 184 12 96,400 
Rest of District . 50,538 
Total—Kansas City District 341,292 - 122 816,195 
DALLAS DISTRICT 
90. Dallas, Fort Worth, Tex. 16,158 11 31 182,033 
91. Houston, Tex. 15,902 13 22 157,250 
92. Orange, Port Arthur, Beaumont, Tex. 105,494 383 18 90,500 
Rest of District 85,929 ‘ 
Total—Dallas District _ 228,483 : 71 129,783 
SAN FRANCISCO DISTRICT 
93. Bremerton, Wash. 71,811 1,573 2 9,500 
94. Los Angeles, Cal. 637,813 140 88 596,840 
95. Portland, Ore. 38,047 62 30 136,000 
96. San Diego, Cal. 275,549 581 10 45,500 
97. San Francisco, Oakland, Cal. 347,819 141 65 556,863 
98. San Jose, Cal. 2,949 10 6 32,200 
99. Seattle, Tacoma, Wash. 413,807 359 26 126,500 
100. Vallejo, Calif. 94,156 1,778 1 4,000 
Rest of District 80,436 
Total—San Francisco District 1,962,387 ne 228 1,507,403 
Total of 100 Defense Markets 2,148 16,934,887 
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POST-WAR PLANNING SHOULD BEGIN NOW 


@ ON THE PRODUCTION SIDE, in- 
dustry has dedicated itself to the 
swift fulfillment of the nation’s de- 
fense requirements. The wholesale 
conversion of production facilities 
and manpower to the needs of de- 
fense and the curtailment of regu- 
lar lines is evidence that industry 
has dedicated itself for all-out effort 
to the great task at hand. 
Nations Must PLan AHEAD 
But as nations plan for objectives 
to be 
struggle in which we are all en- 


realized as a result of the 


gaged, so business must swiftly and 
realistically plan for the period of 
post-war marketing and distribution 
which is to come. Machines and 
men, buildings and facilities, ex- 
panded beyond all comparison with 
World War I and working on spe- 
cialized defense orders will face a 
period of rapidly declining prodc- 
tion when peace is made. The un 
predictable adversary, grown strong 
and tremendous in power and in 
easy conquest may just as suddenly 
crack wide open. 


The obligations of peace carry a 





far greater threat to our economic 
The 
price of defense must first be paid 
and markets quickly 


well-being in their reactions. 


restored so 
that our industrial capacity is fully 
utilized and widespread unemploy- 
ment averted. In such an era the 
role of the salesman will 
again be that of the dark days of 
depression 


once 


when the man _ who 


tins Ser “e 
* There is a suggestion of an “axis” 
in the photo-montage which appears 
on the cover of this current num 
ber of Business ScrEEN. If it is 
there perhaps it ought to be entitled 
“the axis of the hemi- 
sphere” and it is no mere coinci 


western 


dence that a film reel symbolizes 
the good-will program with which 
the Rockefeller Committee is now 
engaged. Kenneth MacGowan, head 
of the non-theatrical motion picture 
division of the Office of the Coordi 
nator of Inter-American Affairs, be- 
lieves that this must be a two-way 
job. with films about Latin-America 
showing in the United States while 


brought in the orders was the 


breadwinner of industry. 


KreEP DEALERS AND SALESMEN 


first 
devoting itself to keeping intact ex 


Realizing this, business is 


isting dealer structures. Salesmen, 


their routine of business-getting 


interrupted by defense, turning 


to production and service work. 


similar subjects are telling our 
neighbors to the south about the 
people and resources of this nation. 


The problem of getting suitable 


film subjects prepared is a tre- 


mendous one and then a workable 
plan for getting them shown must 
be developed. Here, again, the 
humble 16mm projector will serve 
a great and all-important cause in 
the interests of the national defense 
program which it is also serving in 
the fields of army and navy train- 
ing, vocational defense work train 
ing, recruiting, morale. rural edu 
cation and government information. 

Go. ¢. 


Those long familiar with products 
and their operation are easily con 
verted to useful tasks closely align 
ed with immediate defense prob 
lems. Dealers and their staffs are 
also being trained for service and 
maintenance tasks, as witness the 
automobile industry. 


INTENSIVE TRAINING Now 


But the biggest task of all is the 
continuous training up of today’s 
selling force for the trebled re 
With 


out, 


sponsibilities of tomorrow. 
all but the best 
many organizations are putting in 


men weeded 
overtime on the instruction and de 
velopment of the men in whose 
hands the economic destiny of 
America may soon be thrust. Mo 
tion picture and slidefilm instruc 
tional methods are being applied 
with effectiveness. The problem of 
insufficient knowledge on the part 
of the man selling—one of the de 


served criticisms of the consumer 


education movement—will be am 
ply met by these intensive training 


Visual 


aids will help us do the job better. 


periods beginning now. 


WHEN IT’S PREVUE TIME a new film produc- 
tion has at long last reached the screen. Tense 
moments as sponsor and production staff watch 
their efforts unfold on the screen for the first 
time after months of preparation. Prevue scene 
in Long Island studios of Audio Productions, Inc. 












@as 
sources are mobilized for defense, 
the film reports of this 


foremost manufacturers have taken 


AMERICA’S 


INDUSTRIAI RE 
nation’s 


on a feeling of vital significance. 


double 


duty to perform in these films: it 


Industrial America has a 
must first acquaint its dealers and 
sales personnel with each company’s 
increasing defense production re 
sponsibilities and it must also in 
form both customers and the public 
in general of the company’s prog 
ress in its contributions to the 
national defense program. 

The International Harvester Com 
pany has produced what may well 
serve as a model for such films in 
a brilliantly-edited one-reel subject 
The Marines Have Landed. In the 
dramatic unreeling of its action s¢ 
quences, the film presents the part 
Harvester-built trucks and 
tractor equipment is playing in the 
service of the U. S. Marine ¢ orps. 


But nowhere is the name Harvester 


whit h 


mentioned in the spoken dialogue 
and only in the natural course of 
the film narrative is the equipment 
identified 
company 


a single closeup of the 
name is all that is per 
for this is the story of the 
Marines Corps! 


mitted 


Against a stirring background re 
corded from the martial music of 
a U. S. Marine Corps Band and 
the actual noises of battle, etc., the 
Marines are shown in training, in 
the field of action and on parade 
as they prepare for the highly 
specialized tasks of modern mech 
anized war. Many and varied are 


14 


the duties of a Marine who must, as 
“walk or 
ride, float or fly! Or parachute to 
earth to take and hold the land.” 

From the Bon Homme Richard 
Wood—from China to 
the Corps carries on a 


the narrator describes it, 


to Belleau 
Iceland 
high tradition of skill and bravery, 
now reaching new heights of effect- 
iveness with ultra-modern weapons, 
mechanized equipment and new 
techniques. In an_ unforgettable 
climax, this Harvester subject de- 
picts the kind of landing operation 
from which it derives its title and 
traditions, the “most difficult, cri- 
tical and hazardous movement of 
war .... that requires long train- 
ing, perfect timing.” 
SounbD Errects App To REALISM 
As wave after wave of Marines 
landing, with 


drives for a beach 


reconnaissance and dive bombing 
planes overhead and the guns of the 
fleet 


film achieves spine-chilling realism. 


covering their advance, the 
Later, as the action returns to the 
parade grounds where the Corps 
marches in soldierly precision to 
the marching rhythms of the Band, 
the heart-warming strains of Sem- 
per Fidelis ( Always Faithful), the 
Marine Hymn (Halls of Monte- 
zuma) and the General Holcomb 
March (composed by Staff Sergeant 
A. Balfoot of Headquarters, First 
Marine Division, Fleet Marine 
serve to remind the audi- 
ence of the traditions and heroism 
that have distinguished the Marines 
the world over. 


Force) 


To audiences everywhere this sub- 





INDUSTRY IN DEFENSE 


ject will have tremendous appeal 
and yet the sponsor’s equipment is 
well served by its expected appear- 
ance wherever used by the highly 
mechanized Corps. So well has the 
Corps itself thought of this subject 
that it is making upwards of fifty 
prints for use in the recruiting ser- 
vice. 

For Power Farminc SHows 

Harvester will present the subject 
during the coming season at its 
annual Power Farming Entertain- 
ments throughout the dealer field. 
These annual events, which attract 
thousands of customers and friends 
dealer’s 
auditoriums, 


to local showrooms or 
local pre- 
mieres for the Company’s newest 
films (total annual audience almost 
$000,000 ). 


serve as 


This year’s program will also in- 
clude another defense report—this 
one of the manufacturing activities 
depicting the Harvester plants at 
work on the many important orders 
for shells, tractors, trucks, guns and 


similar vital defense equipment. 


TYPICAL SCENES ARE THESE from 


HARVESTER FILMS THE MARINES 


These subjects will also be avail- 
able to schools, clubs, truck owner 
and driver groups, and similar dis- 
tributing outlets. 


Propuction Is NoTEwoRTHY 

To The Have Landed 
many individuals and organizations 
contributed — skill, craftsmanship 
and hard work. Photography and 
direction in the field was under the 


Marines 


supervision of Sam Houston for the 
with the full coopera- 
tion and assistance of the U. S. 
Marines Corps during the difficult 
location shooting. 


Company 


Scenes were made at San Diego, 
Cal., Quantico, Va. and at the scene 
of full-scale landing operation 
maneuvers conducted last summer 
off New River, North Carolina. 
Baked in the mid-summer sun and 
drenched by salt-water spray, the 
film’s production 
the field of 
thoroughness that is reflected in the 
picture. 

Editing and_ recording 
handled by Wilding Picture Pro- 
ductions at the Chicago studios and 
Western Electric Mirrophonic 
Sound used in capturing the realism 


crew covered 


operations with a 


were 


of action scenes which feature ma- 
chine gun and heavy artillery fire, 
the sound of planes and motorized 
equipment, all with equal effective- 
ness. 

Finally, the subject was fully ap- 
proved by Brigadier General Rob- 
ert L. Denig, Director of the Divi- 
sion of Public Relations of the U. 
S. Marine Corps and passed by the 
Navy Board of Review. 

Other Industrial Subjects 
* To a growing list of industrial 
film built their 
sponsors contribution to defense 


subjects around 
must be added the superlative Gen- 
eral Motors Now Is The 
Other sponsors in- 
cluded the 


release 
Time. recent 
Chrysler Corporation 
with a film report on the building 
of the new tank arsenal; and the 


Dodge film, Army on Wheels. 


“The Marines Have Landed” which show 


Marine parachutists and (right) the Corps in the field using modern equipment. 
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FILMS TRAIN WORKERS 


@ A .NOUNCEMENT of ten new edu- 
cational films designed to speed 
bench work training in defense 
training, high schools, technical and 
vocational schools, has been re- 
leased by the Jam Handy Organiza- 
tion. (Complete listings at right). 

This new visual aid to bench 
work instruction is produced in a 
slidefilm Kit-set. By showing each 
progressive step in fundamental 
bench work operations, the films 
enable the student to see and prac- 
tice each step until he becomes 
proficient. 

Starting with the tools used in 
fundamental bench work projects, 
the first film shows the proper use 
and care of hand and power saws, 
layout tools and measuring instru- 
ments. The remaining films cover 
specific projects, one film to each. 
They are: drills and drilling; ream- 
ing, tapping and threading; finish- 
ing rough castings; scraping; rivets 
and riveting; and layout work. 

The slidefilms are primarily for 
classroom work, being designed to 
save teaching as well as learning 
time. All the films are of the read- 
ing or lecture type, allowing the 
instructor to use them at the speed 
best suited for his class. They can 
be shown to large or small groups. 

Not only do students learn bench 
work faster through instruction that 
“talks to the eye” as well as the 
ear, but the films also greatly sim- 
plify the work of the teacher. Each 
of these educational slidefilms pro- 
vides many helpful illustrations. 


Steel Films Training Aid 


* Motion pictures produced by the 
United States Steel Corporation 
and its subsidiary companies, are 
any similar form because of the 
proving to be of great value in 


training courses throughout the 
United States where thousands of 
workers are fitting themselves for 
national defense jobs. Each month 
more than 3,000 men in classrooms, 
factories, and arsenals study the 
details of steelmaking through the 
medium of United States Steel films. 

The value of these films in the 
training of men destined to engage 
in the production of battleships, 
tanks, guns, and airplanes, is in- 
dicated by the increasing number 
of requests received from companies 
carrying on employee training pro- 
grams as well as from state and 
federal agencies supervising the 
development of skilled workmen 
for national defense. In addition to 
the immediate defense program, 
United States Steel films are be- 
ing widely used by schools, colleges, 
technical societies, and business 
and civic organizations. During the 
first seven months of this year more 
than 1,870,000 persons saw United 
States Steel motion pictures. 

The Making and Shaping of Steel, 
the latest film released, is most 
popular among educators partici- 
pating in the national defense train- 
ing effort. Telling the story of 
steelmaking in seven reels from the 
time the ore is mined until the 
finished product leaves the mills, 
this film has been helpful in re- 
ducing the necessity for lengthy 
tours which sometime result in cost- 
ly interruptions to plant working 
forces. Scenes for this picture were 
taken in many plants of United 
States Steel subsidiaries and trainees 
thus have an opportunity to see a 
variety of operations that could not 
be seen by a visit to any single 
plant. 

To facilitate distribution, film 

(Please turn to the next page) 


A NEW NATIONAL SAFETY COUNCIL sound slidefilm ‘“‘Safe All Around” shows 
this typical worker's class scene. The subject is based on off-the-job safety, 
showing its importance to industry and the individual. 
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SLIDEFILM KITS FOR VOCATIONAL TRAINING 
{Complete kit-sets of silent slidefilms) 


Basic Electricity 


ELECTRIC 


METERS 


1. MAGNETISM 

The general properties and 
laws of magnets. Magnetic 
effects. 


2. Static ELECTRICITY 

The electron theory of positive 
and negative charges. 

3. CURRENT ELECTRICITY 
Laws of current flow into the 
various types of circuits. 

1. THe Evectric Cet 

The change of chemical energy 
into electrical energy. Primary 
and secondary cells. 





5. THe STorace BaTTery 
The construction and use of 
commercial storage battery. 
6. ELECTROMAGNETISM 
Construction and use of the 
electromagnet. Effects of the 
electro-magnet field. 

7. THe GENERATOR 

Principles of the generator. 
Types. Generating direct and 
alternating current. 

8. ALTERNATING CURRENT 
Inductance, capacitance, and 
impedance in a circuit. Trans- 
formers and rectifiers. 

9. E_ectric Motors 
Principles of the motor. Direct 
and alternating current mo- 
tors. Universal motors. 

10. Erectric METERS 
Construction and operation of 
various types of meters for 
electrical use. 

11. APPLICATIONS 

Heating and lighting. 

12. APPLICATIONS 

Solenoids, motor uses, radio, 
and electroplating. 


Visual Aids for Mechanicai Training 


[BENCH WORK] 


BENCH WORK 


Layout Tools and 


Measuring Instruments 


1. Toots 

Description of hand tools. Use 

and care of hand tools for 

Bench Work. 

2. Hanp AND Power Hack 
Saws 

Sawing various metals. Selec- 

tion of speeds and feeds. 

3. DrILts AND DRILLING 

Types of drilling. Parts of a 

drill. Drilling machines. Tech- 

niques of drilling. 

1. Reaminc, TAPPING AND 

Types of reamers, taps and 





dies. Parts of reamers, taps. 
Techniques for reaming. Re- 
moving broken taps. 


5. FintsHinc RoucH CAastTincs 


arts of casting to be remov- 
ed. Detailed steps in finishing 
the casting. Tools used. 

6. SCRAPING 

Why scraping is necessary. 
Tools used. Techniques of 
scraping and checking finished 
work. 

7. Rivets AND RIVETING 
Kinds of rivets. Tools used. 
Methods of riveting. Causes 
of failure. 

8. Layouts, Toots AnD Mea 
SURING INSTRUMENTS 

What layout work is. Tools 
used. Use and care of mea- 
suring instruments. 

9. Layout Work (Part 1) 
The importance of accurate 
layout work. Techniques used 
in layout work. Basic geomet- 
ric construction. 

10. Layout Work (Part 2) 
Special layout problems on ac- 
tual work examples. 


Visual Aids for Aircraft Training 
[BASIC AIRCRAFT METAL SKILLS] 


1. Stotrep ANCHOR PLATE 

Layout work, hack sawing, 

filing and drilling. 

2. INTERNALLY THREADING A 
PLATE (Drilling & tapping) 

3. MAKING A STuD 

Using a thread cutting die. 

1. ExTRACTING A BROKEN 
StuD 

Using screw extractor 

5. HInGce FITTING 

Proper procedure in making 

bent fitting. 

6. GRINDING AND SHARPENING 

Using a bench grinder. 


7. MAKING AND DRILLING 
RiveTeD PaTcH 

Layout, cutting and drilling. 

8. HAND AND PNEUMATIC 
RIVETING 

(Methods and cautions) 

9. Removinc Rivets 

Correct removal technique. 

10. FLANGED Parts-Tray (1) 

Bases and sides. Procedure 

and tools for forming alu- 

minum. 

11. FLANGED Parts-Tray (2) 

Angles and assembly. How to 

form angles and assemble 

formed parts. 


(See details in editorial columns: all of the above are Jam Handy productions) 
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Film Subjects Produced For 
Machine Tool Demonstration 


@ ParticuLaRty in the machine tool industry, the use of 
motion pictures and slidefilms for demonstration and training 
in the use and maintenance of equipment has been forging 
ahead rapidly. In the following partial list of typical subjects 
and sponsors many uses for the film medium are shown. 


So that material of this kind would be available on a nation- 
wide scale to all industrial concerns (and vocational training 
classes in schools) and particularly to those firms with appren- 
tice training problems because of defense contracts, the United 
States Office of Education is now providing 40 reels of sound 
motion pictures on machine shop operation. A complete list 
of the first 18 subjects available is published on page 31. 

OTHER SPONSORED SUBJECTS 

PHyYsIcs OF METAL CUTTING: Motion picture and printed lecture 
on action of cutting tool and physics of metal, etc., prepared 
under the direction of Hans Ernst, Director of Research, the 
Cincinnati Milling Machine Company. 

OPTICAL COMPARATORS AND AUTOMATIC THREAD GRINDERS: Two 
slidefilms and accompanying lectures on use and application 
of Jones & Lamson Machine Co. equipment prepared for in- 
struction in modern methods of inspection and thread produc- 
tion. Sent gratis to any university, technical school or other 
institution providing technical courses upon written request of 
the principal in charge . 

How To RUN A LATHE: Motion pictures in color and sound 
prepared by the South Bend Lathe Works, South Bend, 
Indiana, See details in adjoining editorial columns on distri- 
bution, ete. 

TURRET LATHE OPERATION: Motion pictures in color and sound 
prepared by the Gisholt Machine Company, Madison, Wis- 
consin. See details in adjoining editorial columns. 

NORTON ABRASIVES: GRINDING WHEEL MARKINGS: OFFHAND 
GRINDING: TOOL GRINDING AND PRECISION GRINDING: Five 
motion pictures in color and sound available from the Norton 
Company, makers of Norton abrasives, Worcester, Massa- 
chusetts. 

* The following subjects are typical “organization” films, not 

particularly intended for outside distribution though some- 

times made available for demonstration of equipment, etc.: 

Note: Unless so designated other films in this listing are not 

available except at the discretion of the sponsor. 

SHAPERS & PLANERS, Rockford Machine Tool Company, Rock- 
ford, Illinois. 

FLAME HARDENING: DEVELOPMENT OF 


LATHE: 
Machine Tool Co., Sydney, Ohio. 


THE Monarch 

FORGING MACHINE: Kodachrome motion picture on operation of 
Acme Machinery Company forging machine. 

FELLOWS GEAR SHAPER COMPANY: Through catalog studies, 
supplies schools and colleges with a slidefilm and lecture on 
Fellows method of gear production and products. 

J7 MULTAMATIC IN OPERATION: One reel movie of The Bu'lard 
Company, Bridgeport, Conn., manufaturer of the equipment. 

OTHER Sponsors: General Electric Company (Making Chips), 
Westinghouse Electric & Mfg. Co., Kearney & Trecker Co., 
and syndicated subjects of Film Productions Co. Minneapo- 
lis, Vocafilm Corp., N.Y.C. and the Jam Handy Organization. 
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FILMS TRAIN WORKERS: Both slidefilms and motion pictures 


produced in color and with sound are now available for loan or purchase. 





@ A NEW VISUAL Alp in the teach- 
ing of aircraft maintenance for use 
in national defense courses has just 
been announced. 

This new visual training material 
consists of eleven educational slide- 
films on basic aircraft metal skills. 
Designed for use in technical and 
vocational schools, or wherever na- 
tional defense courses in metal work 
are being taught, these films pro- 
vide specific task instruction. 

SHOow ONE OPERATION 

Each slidefilm shows one metal 
working operation, with pictures 
and drawings illustrating each pro- 
gressive step. The pictures are care- 
fully arranged in the proper se- 
quence enabling the student to learn 
step-by-step, by seeing and prac- 
ticing each one. Explanatory notes 


the proper care and use of the most 
important tools and equipment used 
for each project. Other films will 
follow. 

The Kit-set of films is being used 
generally in regular metal work- 
ing classes. Teachers find that the 
visual method of that 
“talks to the eye,” by illustrating 
each progressive step in basic air- 
craft metal skill, greatly speeds up 
students’ learning. 


instruction 


At the same time, use of the films 
simplifies teachers’ work by pro- 
viding good illustrations that ob- 
viate the need for blackboard draw- 
ing. The films are produced by the 
Jam Handy Organization. 


For Turret Lathe Operators 
* DEsIGNED to aid training pro- 
grams for turrent lathe operators, 





FILMS USEFUL ROLE 














IN DEFENSE TRAINING 
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and captions accompany the illus- the Gisholt Lathe film, Turret 


trations. 


Metal working jobs covered in 
the films show the student how to 
use basic metal working tools in 
typical operations in which these 
tools are required. For example, to 
illustrate the use of the hack saw, 
the films show the making of a 
slotted anchor plate. 

Other jobs covered include: in- 
ternally threading a plate, making 
a stud, making and drilling a rivet- 
ed patch, hand and pneumatic rivet- 


ing. and removing rivets. Two 
films are devoted to making a 


flanged parts-tray. The films show 





Steel Films Aid Defense 
(Continued from previous page} 
centers are located in company of 
fices in New York, Chicago, Pitts- 
burgh, Cleveland, Birmingham and 
San Francisco. No charge is made. 


Lathes—Their Operation and Use, 
demonstrates the fundamental op- 
erations on the turret lathe and the 
lathe’s place and use in industry. 
The four all-Kodachrome reels, 
which will be available as a com- 
plete unit the latter part of Octo- 
ber, 1941, open with a discussion of 
the various types of lathes—the 
wood-working lathe, engine lathe, 
turret lathe and automatic lathes, 
like screw machines. The place of 
the turret lathe in industry is then 
defined. A sample turret lathe job 
is produced with the accompanying 
narration explaining each opera- 
tion, naming and familiarizing the 
student operator with the turret 
lathe’s parts, feeds, trips, etc. 
Detailed instructions are then 
given in bar work, chucking work 
and fixture work. This includes the 
various work done on the turret 
lathe and how the lathe is set up. 
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FILMS TRAIN WORKERS: New South Bend Lathe motion pic- 


tures serve the national defense training program by speeding up instruction. 








@ THE FiRST Two of a series of 
16 mm. sound motion picture films 
produced by Burton Holmes Films 
for the South Bend Lathe Works. 


and based on the book “How to 
Run a Lathe,” are now.ready for 
distribution. Produced in full 


color, these pictures represent the 
most advanced technique for teach- 
ing lathe operation in industrial 
and vocational schools, universities, 
army and navy training stations. 
Tue Metar Workinc LatHe 
The first film titled The Metal 
Working Lathe, introduces the stu- 
dent to the standard Back-Geared 
Screw Cutting Lathe by familiar- 
izing him with the names of the 
various lathe parts, their purpose 
and operation. It is ideally suited 
for showing to beginners before 
they operate a lathe for the first 
time. After seeing the film, the stu- 
dent may be allowed to manipulate 
the various lathe controls, as dem- 
onstrated in the picture. The film 
may then be shown again to answer 
the many questions that are bound 
to arise after a first experience with 
a lathe. This method of instruction 
materially shortens the orientation 
period and reduces the amount of 


individualized instruction. Show- 
ing time is 20 minutes. 
PLaiIn TURNING 
The second film, Plain Turning, 


clearly illustrates all operations in 
the machining of a shaft held be- 
tween the lathe centers. It teaches 
many of the basic procedures en- 
countered in all lathe work. Among 
these are blue print reading, meas- 
uring with and micro- 
meters, locating and drilling center 
holes, proper selection of cutting 


calipers 


FILMING A MECHANICAL OPERATION 


TORY of New York University. 


and finish 

turning of the workpiece. Showing 

time is 20 minutes. 

To Be Usep with REFERENCE Book 
Before showing the above films 


tools, rough turning 


to a class, the sponsor advises that 
the book “How to Lathe” 
should be used as a reference for 


Run a 


additional information on any op- 
erations shown in the films, but not 
fully understood by the student. 
Free Loan Basis 

The South Bend motion pictures 
may be borrowed without charge 
by industrial and vocational 
schools, colleges, universities, army 
and navy training schools, indus- 
trial apprentice schools, and other 
recognized organizations teaching 
machine shop practice. When films 
are supplied on a free loan basis, 
the borrower pays the shipping 
charges both ways and agrees to 
handle the film carefully, to return , 
the film promptly after showing. 
and to fill in and sign a report card 
which is furnished with each film. 

Films are shipped express col- 
lect and may be returned express 
parcel Return 
labels are supplied. When request- 
ing films on a free loan basis, al- 


prepaid or post. 


ways give an alternate date in ad- 
dition to your first choice date. An 
order blank and envelope are en- 
closed for your convenience. All 
films supplied on a free loan basis 
16mm. films in full 
No black and white films 
are available for this purpose. 


are sound 


color. 


Those who desire to keep these 
films permanently may purchase 
them at our net cost for the copy 
print. Both black and white and 
color films are available. 


IN THE MOTION STUDY LABORA- 


Classes under the direction of David B. Porter, 


Professor of Industrial Engineering, apply the techniques of recording job opera- 


tion by movie camera. 


The student analyses the motions recorded on the film and 


works out simplification to the minimum expenditure of energy for task performed. 
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MOTION STUDY and job simplification 
is one of the primary tasks for the mo- 
tion picture camera in speeding defense 
production. Here the job setup is shown 
as it appears to the camera. 





LEARNING BY DOING— 


* In this era of defense production 
new emphasis has suddenly been 
placed upon vocational training to 
increase the supply of skilled per- 
sonnel on the benches and at the 
lathes. No less important and, in 
fact, even more vital to the nation’s 
defense as proven in the Battle of 
Britain, is the field of electronics, 
radio, and sound motion picture en- 
gineering. 

The principle of the sound loca- 
tor used in anti-aircraft detection, 
for example, is based on modern 
developments in the field of elec- 
tronics pioneered by men like Dr. 
Lee DeForest. 
Forest’s notable examples and lead- 


Following Dr. De- 


ership, the DeForest Training In- 





Movies on Electricity 
* Schools operating training 
classes in engineering, science 
and management defense | 
training may take the exam- | 
ple of the Pennsylvania State 


College which is utilizing | 
| modern visual aids to speed | 


Films | 
are purchased under the Con- 
eressional Act No. 146 which 
provides funds for such uses. 
A typical order useful in 


the training program. 


such classes would include 
| the motion pictures on the | 
| principles of electricity, ob- 
| tainable from the DeVry 


| Films and Laboratories. De 
| Vry Corporation affiliate, at 
| 1111 Armitage Avenue, Chi- | 
They are: Principles of 
Magnetism, Electromagnetism, 
Current Electricity, Electrical 


cago. 


Measurement,  Electrostatics, 
and Current Generation, each 


subject of 2 reels, with sound. 





stitute is typical of modern voca- 


tional training institutions now 


closely alligned with visual in- 

An outstanding feature of the De 
Forest setup is the method of teach 
ing by films in the field. Every 
DeForest student has his own mo 
tion picture projector and to him is 
sent an instructional film lesson. In 
the school, practical work with the 
most modern sound apparatus, in- 
cluding theatre type motion picture 
equipment, television, radio detec 
tors, and all types of testing ap- 
paratus is part of the daily routine. 

From developments such as these 
are coming a constant stream of 


men to man the first lines of our 


defense—in radio, laboratory ex 
perimentation for modern elec- 
tronic devices, electrical mainte 


nance work and similar pursuits. 
The field of motion picture projec- 
tion and repair is also served by 
special instruction through the De- 
Forest school. 

In the Chicago building of the 
Institute are completely equipped 
laboratories where resident students 
may learn by doing. Here, too, in- 
structor and pupils achieve under- 
standing of difficult 
electronics by the frequent use of 


yroblems in 
I 


projected lecture material. 


Class at work in laboratory. 


ties ‘ 7 4 a 
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# Sound slidefilms on safety have 
the 
visual aids in defense class work. 


also proven one of essential 


The tremendous cost of industrial 
accidents, not only in actual sums 
spent for compensation, etc., but in 
lost time under already difficult pro- 
duction conditions has made safety 
of paramount importance. 


NYA Film on Defense 

@ TO HELP THE PUBLIC keep in- 
formed of its part in the rapidly 
developing national 
program, the National Youth Ad- 
ministration for Illinois under the 
direction of State Adminstrator 
Mary Stuart Anderson is ‘utilizing 
the motion picture medium to report 
progress to the public. A documen- 
tary film, Youth on the Industrial 
Front dramatizes factual material 
showing how youth are prepared 


preparedness 


for jobs in vital defense industries. 
Some 365,000 youth throughout 
the nation between the ages of 17 


(Please turn to Page 30) 
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Cast, technicians and supervising staff gather on set to talk ov2r a scene in production for Hotpoint’s ‘‘Sauce for the Gander” 


HELPING THE DEALER WITH FILM PROMOTION 


distribution 


KEYSTONE of modern 
the 


dealer organization. When it pros 


our 
structure is local 
pers, goods are moving to the ulti 
mate the 


turning 


consumer and factory 


wheels are busy out fresh 
merchandise with which to replen 
stock. Behind 


of goods stands the powerful mo 


ish this movement 


tivating forces of advertising, of 


education and 


tional effort. 


sales sales promo 

The paradox of this period of 
unparalleled industrial activity lies 
in the conversion of many lines of 
industry to defense production and 
in the curtailment of regular pro 
duction of the 


for 


other lines using 


metals and materials essential 


Where does this leave the 


defense. 
dealer? 

Faced with delays in delivery. 
rising costs of operation and out- 
right the 


expect to 


amount of 
sell, the 
local dealer in those lines of indus 


rationing of 
coods he can 
try most affected by defense must 
depend on the redoubled efforts of 
the him 


manufacturer to assist 


through this dificult period. For 
in this dealer structure are countless 
millions which have been carefully 
advertising. 


invested in training, 


customer goodwill and _ financial 


Not only 
ment of a good portion of our na- 
but tre- 
mendous part of wealth is affected 


stability. the employ- 


tions manpower also a 





® “Man works from sun to sun . 


but woman's 
Based 


work is never 


upon such a theory is 


ot ee 





STORY SYNOPSIS: HOTPOINT'S PRODUCT FILM 


done.” 


the 





- 





i 


educational story of Hotpoint’s 
Ind, The Pursuit of Happiness. 
This tells the 
womankind’s long struggle for 


film story of 


an easier, better method of do 
It’s a 
picture that unreels the story 


ing household chores. 
of Hotpoint’s search for a bet 
ter way to do household jobs 


easier and shows how Hotpoint 


makes appliances and _ what 
they do toward ceiving more 
freedom in life, liberty, And. 


The Pursuit of Happiness. 
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by the continued existence of these 
dealer organizations. What is in- 
dustry doing about it? 
CHANGE IN DeALerR Copy 
Familiar to the reader of 
magazines is a 


na- 
tional significant 


change in advertising copy—now 
pointing to the facilities and de- 
pendability of the local 


service functions. By 


dealer’s 
converting 





employees into service help, by en- 
larging present lines with articles 
unaffected by defense, and by set- 
ting their own business houses in 
order according to expected turn- 
over, a large number of dealers 
will meet the future with confidence 
and a strong measure of security. 
Horpoint’s DEALER PROMOTION 
Promotional back up 
the local dealer in this critical task 
of maintaining good customer rela- 
follow the 
familiar and easy patterns of the 


ideas to 


tions can no_ longer 


past. The growing realization on 
the part of both advertising agen- 
cies and their manufacturer-clients 
that the potent force of motion pic- 
tures and slidefilms well be 
the answer to this present need is 


may 


given the strongest possible support 
by the success achieved by the Edi- 
Electric 
nationally 


son General Company. 
line of 


Hotpoint appliances has been fea- 


whose known 
tured in one of the most complete 


film promotional ever 


carried out. 


programs 


Inaugurated last year under the 
auspices of Hotpoint’s advertising 
agency. Maxon, Inc., under the able 
supervision of its film-wise account 


executive, Mr. L. J. Sholty, the 
Hotpoint program may well be a 
model for all manufacturers faced 
with similar problems. In 1940, a 
sound motion picture Blame It On 
Love was produced for Hotpoint 
and made available to the dealer 
field as the key attraction for a na- 
tionwide program of local theatre 
showings promoted by the dealer 


W hat the Retailers Say About the Hotpoint Films 


* These retailers staged the Hot- 
point Company’s Blame It On Love 
promotion last year and their glow- 
ing reports speak for themselves. 

The best promotion we ever had. 
Always sells merchandise and never 
fails to pack the theatre. 

W. C. Gifford (Appliance Store) 

Hillsboro, Oregon 
Blame It On Love is a sales natural. 
1500 people at our first showing. 
500 at second. 
2000, 

E. M. Cobb, Ohio Power Co. 

Vount Vernon, Ohio 

650 people turned out for Blame 
It On Love at Plaza Theatre in Mil- 
waukee. We sold three units of 
merchandise off the theatre lobby 
floor. 


Total attendance— 


Moraski Radio Shop 
Milwaukee, Wisconsin 
This is the hottest promotion I 
have ever seen. In spite of a severe 


which 


snowstorm held attendance 


down to 400, I sold one appliance 
off floor of theatre lobby. 
Welby Pedigo 
Plymouth, Indiana 
Nearly 800 people packed the 
Venetian Theatre. Six pieces of 
Hotpoint merchandise sold the same 
day to audience members. 
Northern Supply Co. 
Milwaukee, Wisconsin 
Blame It On Love shown twice to 
a total audience of 525 people. Sold 
two ranges the first day and nailed 
12 sure-fire prospects. Blame It On 
Love is a terrific sales weapon. 
Anawalt Lumber & Materials Co. 
Tujunga, California 


We are well pleased with Blame It 
On Love and the results it 
produces. We sold one range right 
off the lobby floor of the theatre. 
More sales rolling in. 
Central States Power & Light Co. 
Ema, Iowa 


sales 


Sereen 


Business 



































































with the aid of regional distribu- 
tors and backed up a comprehen- 
sive plan of promotion, publicity 
and merchandising. 

Fit, THEATRES TO CaPAcity 

In theatres rented during “dark- 
hours” in the morning or after- 
noon, the local retailer staged his 
film entertainment. Attended by 
capacity audiences of women pro- 


moted through local advertising, 
direct mail and store announce- 
ments, the showing of the Hot- 


point feature film was accompanied 
by door prize awards, drawings 
and subsequent prize awards made 
in the local store. 

Lessons learned in this first 
year’s campaign have been applied 
to a second program with a new 
film attraction Sauce for the Gander 
as its feature. A second film, And 
the Pursuit of Happiness, will be 
shown to meet the need for a “pro- 
duct” picture directly answering 
the audience’s desire for knowledge 
about the Hotpoint product. The 
feature films are based on regular 
screen story technique with a care- 
fully Hollywood 


personalities and expertly adapted 


selected cast of 


for the screen with abundant mea- 


sure of clever dialogue, humor and 
eye-appeal. As the promotional 
outline addressed by Hotpoint to 
the dealer explains the use of the 
two films on this year’s program: 

Sauce For The Gander creates a 
desire—a curious interest by the au- 
dience to know more about the Hot- 
point appliances they saw used in 
that picture, And, The Pursuit of 


* Recognizing that a film promo- 
tional success is based on three fac- 
tors (1) a well-produced picture 
(2) well-planned promotional and © 
distribution, and (3) the number 
of people who attend its showings 
and are subject to influence there- 
by, L. J. Sholty, Jr., in charge of 
the promotional phase of this ac- 
tivity for Maxon, improved upon 
his own efforts in the second phase 
of this formula in a more complete 
and comprehensive promotional 
campaign than the one previous. 
With the added advantage of a 
year’s practical experience on the 
part of the dealer, the new promo- 
tional materials and plan should be 
Aided, too, 
by the efforts of a special staff of 
regional promotional men who will 


even more successful. 


dealer, audience 
broken. These 


nineteen different elements were in- 


assist the local 


records may be 


cluded in the dealer promotion list: 
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Happiness” fulfills that unspoken 
request and takes the audience be- 
hind the scenes to show what Hot- 
point research means, and how the 
appliances are made, why they are 
so good and why they give such 
long trouble free service. Both 
films were produced by Wilding. 
Survey Proves Resuts 
* Attendance figures and the deal- 
ers’ evident enthusiasm for this 
promotion based on last year’s ex- 
periences prove its worth. Maxon 
deeper in establishing the 
value of this program to Hotpoint. 
In a recent survey among women 
who had viewed Blame It On Love, 
facts 
vealed by the agency: 
Of the women interviewed: 96% 


went 


these significant were re- 


were gas range users .. . yet 

76% expressed a preference for an 
electric range after viewing Blame 
It On Love. 
than double the national average of 


(This figure is more 


electric range preference establish- 
ed by previous surveys!) . .. And 
3% bought a Hotpoint range! 
Three months after seeing Blame 
It On Love 70% of the women re 
membered and 


could name the 


range they had seen as Hotpoint. 


HOTPOINT PROGRAM SHOWS USE OF PICTURES 
IN MAINTAINING GOODWILL FOR THE DEALER 


69% of the women remembered 
that they had seen a Hotpoint re- 
frigerator, yet there was no mention 
made of a refrigerator at all—it 
was merely shown in one of the se- 
quences of the picture. 

&% of the women, after seeing 
Blame It On Love said, “The picture 
made me feel that someday I would 
like to own a Hotpoint Range!” 


Promotional and Advertising Material Available to Dealers 


1. Admission Tickets for Patrons, 
Ete. 

2. 4-Page Handout Flyers 

3. The 8-Page Souvenir Program 

1. Handbills for Local Distribu- 
tion 

5. Newspaper Advertising 

6. Publicity Mats 

7. Postcards for Local Mailing 





A 24” by 60” Banner 


9. Auto Bumper Tags 
10. 8” by 10” Black and White 


Still Pictures 


11. The Movie Trailer 

12. A Theatre Valance 

13. 14” by 36” Insert Cards 

14. 14” by 22” Window Cards 

15. Gift Tickets 

16. Merchandise Certificates 

17. A Letter To Invite Special Cus- 
tomers and Prospects 

18. Telephone Copy To Build At- 
tendance 

19. Spot Radio Announcements 





STORY SYNOPSIS: SAUCE FOR THE GANDER 
* Tom Tupper (Damian 
O'Flynn) tells the world in a 
radio quiz that he could run a 


visits the Bentley’s, the Roger’s 
and the Morton’s and discovers 


that modern appliances are the 


home better than most women. — cecret to eficiently’ operated 
His wife, Margaret Tupper 
(Joan Woodbury) gives him 


the chance to prove his state- 


homes. Margaret receives an 


unsigned telegram saying that 


; : all is not well in her house. 
ment while she takes over his : at 
: ; : , She rushes home. Tom and a 
job of selling tractors. Tom ; Aelinngie 
through the house- party of their friends surprise 


staggers 
her with a dinner prepared in 
kitchen 


keeping and quickly discovers 


that he is a failure. the modern electric 
Tom has had installed. 


(Above) Scenes from Hotpoint’s new feature ‘‘Sauce for the Gander’ 


While Margaret is away Tom 


















“MEAT FOR AMERICA” 
motion picture recently 
sumer groups, etc. 


released for 
The modern 


A New Film's Useful 
* Soon to be 


ticultural 


seen in granges, hor- 


and schools is 


Kodachrome 


societies, 


a new sound film, 


Combat produced by the General 


Chemical Company; editing and 


Lowell Thomas narration added by 
Soundmasters. 

Combat distributed 
Orchard 


purpose is 


will be 
through! the retailers of 
Brand insecticides. Its 
to tell 


must 


as well as how, 
fight to 
the products of his land and his 
labor from plant pests. It 


why, man 


incessantly protect 
shows 
the progress of science and research 
in developing better weapons for 
the protection of orchard and field 
crops. 

been the 


Combat has product of 





is the subject of this new Armour and Company sound 
free national 
story of 


distribution to schools, con- 
the packing industry is ably told. 


Role in Agriculture 


two years work by General Chemi- 
cal’s scientists and photographers. 


It contains scenes never before 
filmed—highly magnified photo- 
graphic records of the various 


stages of development of insects and 
fungous diseases. During these two 
years, General’s photographic staff 
travelled 15,000 recording 
scenes in major farming areas. 
The film 
tribution to the sum of agricultural 
knowledge. Through the company’s 
field staff, its 
will be 


miles 


is designed as a con- 


educational story 
directly to the 
people best able to utilize such in- 


carried 
formation—farmers, future farmers. 
and all others interested 


RS. 


scientists, 


in crop protection. 

























































































@ NEWEST that 
prolific of film sponsors, the Gen- 
Vow Is 
the Time, a picture telling of GM’s 
defense production. 

Although in 
similar to the 


RELEASE of most 


eral Motors Corporation, is 


many ways it is 


ereat number of 
“defense” being seen. 


both 


cally. 


pictures now 
theatrically and non-theatri- 
Vow is the Time 
be just a little bit different. 
are the same 
refugees, the 


manages to 
There 
blitzkrieg shots, the 
smoking ruins, the 
broken cities, but they are pieced 
together with such suspenseful 
tempo that they seem quite new. The 
describe the 
of the world today, the 


opening scenes state 
juggernaut 
overrunning Europe, and a 
writer pecks out—‘Now is the time 
for all Cordell 


Hull’s high pitched words bring us 


type- 


good men 
into the scenes of production ac- 
tivity, “Let no one doubt for a 
moment that so long as the pos- 
sibility of armed challenge exists, 
the United States will maintain ade- 
quate defensive military, naval, and 
air establishments.” 
PRODUCTION IN 35 CITIES 


The remainder of the film is de- 
voted to shots of GM’s production 


in 35 cities, of trucks, machine 
guns, cannons, aircraft motors, 
tanks. and the hundreds of other 


items useful in the defense of de- 
mocracy. 

Vow Is the Time was first shown 
to a meeting of press representa- 
tives in Detroit. Prints were flown 
by Clipper to Great Britain for spe- 
cial showings to Churchill, Beaver- 
brook, and the House of Commons. 
assembled. It is also being shown 
in theatres in the United Kingdom. 
But the prime use of the film is 
in showings to employees in the 
which GM production 
This 
by hiring auditoriums for special 
showings, or by presenting it at a 
local theatre and buying blocks of 
tickets to be presented to the em- 
Prints are made available 
for showings to 


on .%: : 
oo cities in 


is being carried on. done 


ployees. 
non-theatrical 
groups upon request. 


A 30-MINUTE SUBJECT 
Vow Is the Time runs for about 
30 minutes. It is the third version 
of the film, various products and 
plants having been added as they 
have been completed by GM. For 
Soundmasters, producers of the 


film, James Clemenger wrote and 
supervised. He and Paul Luther 
supplied the excellent narration. 


This dramatic narration and a mu- 
sical score by Edward Craig, util- 
izing a theme from “Uranus” by 


Holst, and for the first time on 




















film, the Second Symphony of 
Szostakowicz, are the high points 
of the picture, not only technically 
fine and exciting in themselves, but 
pointing up the message of the 


company and maintaining interest 
in the good but necessarily com- 
monplace factory scenes. In fact, 


7 is interesting to note, th 
Now Is the Time was made 
a to the mood and tem- 
po of the sound track. It 
carefulness to detail 


> editing 


is such 
as this which 
transforms a good picture into an 
It is this which en- 
ables a sponsor to not only tell 

but make it stick. RS. 


Heinz Film to Relate Story 
of the Tomato 

* The humble tomato is the “hero” 
of a new picture now in production 
for the H. J. Heinz Company. Relat- 
ing the history of the tomato as a 
food, the picture is a sequel to the 
company’s recent production, Yes- 
terday, Today and Tomorrow, which 
traced the history of food preserva- 
tion over the last 127 years. 

The food preservation film has 
had wide publicity among clubs and 
in the schools—where its careful 
historic authenticity made it highly 
useful as an educational offering. It 
includes accounts of the early work 
of Nicholas Appert and Louis Pas- 
teur, 


excellent one. 


story, 


and carries its narrative on 
down to present day packing, ete. 


PEOPLE MAKE 





NEWS 





CARL SANDBURG (center above), 
noted poet and Pulitzer Prize-winning 
biographer of Lincoln, contributed the 
commentary to the new Defense short 
subject ‘‘Bomber,””’ now being shown 
on theatre screens nationally. 





TO A GROUP OF ARTISTS, Ted Esh- 
baugh, animation specialist, gives a few 


tips on a new sequence. A new Esh- 
baugh cartoon for Cushman’s Bakeries 
was released for distribution recently. 


Business Screen 






























THE SCREEN MAKES LEARNING EASIER AND 


LASTING IN ITS SERVICE TO THE CONSUMER 


@ WITH THREE NEW FILMS—deal- 
ing with the Arkansas peach indus- 
try, the tourist attractions of St. 
Louis, and the fiestas of Texas 
now in production and a fourth 
titled Jn Old Nachez awaiting its 
premiere showing, Missouri Pacific 
Railroad maintains its place as one 
of the most active sponsors in the 
film-conscious travel industry. 

Among other productions spon- 
sored by Missouri Pacific are 
Mexico, Land of Enchantment, 
Colorado, Wonderland of the 
Rockies, Where the Golden Grape- 
fruit Grows, and The White River 
Country of the Missouri-Arkansas 
Ozarks. As the titles indicate these 
films blend past and present in pre- 
senting the economic and cultural 
highlights of the several natural re- 
gions the railroad serves. All are 
made available via 16mm _ sound 
and color prints. 

Films from this growing film li- 
brary are shown before school, 
church, civic, lodge, patriotic and 
travel groups throughout the Mid- 
west, Southwest, Southeast and 
Eastern states. Six sound projectors, 
owned by the company, are assigned 
for specific periods each year to on 
and off-line traffic agencies. 

Missouri Pacific’s most ambitious 
film venture to date is its film on 
Mexico, a 40-minute production re- 


leased in 1939. With narration by 
Lowell Thomas, this film is estimat- 
ed by its sponsors to have been 
shown to audiences totaling more 
than 400,000 persons. Of general 
interest to film users for its skillful 
blending of human interest, educa- 
tional material and sales appeal is 
the line’s recent film on Texas’ 
grapefruit industry. In a “strictly 
human” passage. the opening se- 
quence extolls the benefits of the 
grapefruit in dispelling early morn- 
ing grouches; follows with account 
of its growing, handling and trans 
portation (by Missouri Pacific) to 
its markets; and finally presents a 
variety of ways of preparing grape- 
fruit for the table. 

Completing the all-around appeal 
of these subjects, the Ozark country 
film uses a picture-magazine tech- 
nique in following the adventures 
of two fair vacationists in the White 
River region. Related publicity in- 
cluded a picture-sequence of these 
adventures in Life Magazine. 


"Bomber" to Theatres 


* Best of a recent series of De- 
fense reports, a new short subject 
on the making of bombers and 
titled Bomber is now being distrib- 
uted via theatres nationally. Carl 
Sandburg delivers an impressive 
commentary. 


Du Pont Motion Picture Tells "Facts About Fabrics" 


* Intended to educate the sales 
personnel of department stores, 
schools, colleges, women’s clubs 
and the consumer in the under- 
standing of good fabrics is Du 
Pont’s Facts About Fabrics, pro- 
duced by Caravel Films, Inc. 
Facts About Fabrics was designed 
to meet a need for basic, prac- 
tical information about fabrics— 
and especially rayon fabrics. 

Although textiles are important 
to every household, most people 
realize that their knowledge of tex- 
tiles is somewhat sketchy. For ex- 
ample, in examining fabrics many 
women rely on the appearance of 
the cloth and the way it feels to 
the touch. 

An understanding of fabrics in- 
volves a knowledge of fabric con- 
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structions and finishes in addition 
to familiarity with the various 
types of textile fibers. 

Facts About Fabrics explains the 
importance of yarns in making 
fabrics, shows how woven and 
knitted fabrics differ in their con- 
struction, analyzes the three basic 
weaves and the two basic knitting 
constructions, discusses printing, 
dyeing and other finishing opera- 
tions. The film closes with a sec- 
tion on the proper care of fabrics. 

Du Pont does not weave or knit 
any cloth. It manufactures rayon 
yarns. This film was prepared to 
promote a wider understanding of 
the facts about fabrics since the bet- 
ter the consumer understands these 
facts the better she is able to ap- 
preciate high-quality yarns. 





PRESIDENT FRANKLIN DELANO ROOSEVELT speaks in a sequence from 
‘‘In Defense of the Nation’ talking motion picture distributed by the Committee 
on National Defense Activities of the American Social Hygiene Association and 


produced by the Jam Handy Organization. 


The Making of Fine Lenox Pottery Is Filmed 


* The making of fine ceramics is 
beautifully illustrated in a new pic- 
ture produced for the Lenox Pot- 
tery Company by Castle Films. 
Photographed in Kodachrome, it 
takes us into the Lenox plant at 
Trenton, New Jersey, and through 
the step by step process in the man- 
ufacture of several fine pieces of 
pottery and tableware. 
Particularly interesting is the 
beautiful service plate, seen first as 
a common lump of clay, and finally 
as one of the finest examples of 
ceramic craftsmanship. Particularly 
because outside of 
watching the actual making of the 
plate, nothing else could have 


interesting 


shown the endless steps in its man- 
ufacture, mostly hand-done, and 
the painstaking care that goes into 
just this one plate. To illustrate 
each step by a still picture story 
would take countless photographs, 
and then, lack the continuity of the 
moving film. In these days we may 
have a tendency to think of manu- 
facturing as a process by which raw 
materials are dumped on an endless 
belt at one corner of the plant and 
the finished article slides off, all 
finished at another corner. But 
this film shows the hand painting, 


shaping, and glazing which make 
fine china not a piece of mechani- 
cal output, but a work of art. 

The Making of Fine China will 
be shown in department stores to 
retail customers, and also as a sell- 
ing medium to buyers and depart- 
ment heads. R.S. 


Insurance Film Meets a 
Public Relations Need 


* WHEN a state law is passed 
which opens new business possibil- 
ities—then there arises an oppor 
tunity for companies in the field 
affected to concentrate public rela- 
tions efforts. Such is the case 
among major insurance companies 
with relation to New York State’s 
new motorist’s liability law, which 
goes into effect on January Ist, 
1942. 

Films play an important role in 
this intensive public relations op- 
portunity, by means of a sound and 
color motion picture sponsored by 
Aetna Casualty and Surety Com- 
pany. This film opens with a brief 
historical resume of the history of 
automobile use, argues that—since 
the engineer has done almost all he 
can for safety—the need of present 
and future is adequate legislation. 





Facts About Fabrics 


(Left) Closeups of textiles 
help explain ‘‘Facts About 
Fabrics” in the new Du Pont 
motion picture produced by 
Caravel Films, Inc. 


Courtesy: Rayon Textile Mthly. 


















SCENES FROM “WHITE BATTALIONS” 





the new sound picture of the American 


College of Surgeons which presents the human story of the hospital's public service. 


American College of Surgeons Sponsors Hospital Film 


® Tragedy is lifted from two homes 
by the modern hospital and the 
“white battalions” that garrison it. 
in the new sound motion picture, 
White Battalions—Serving All Man 
kind, produced by 


Film 
American Col 


Chicago 
Laboratory for the 
lege of Surgeons, and made pos 
sible by a grant from the Becton 
Dickinson Foundation for the Ex 
Scientific Knowledge. 


The film accurately shows the mo 


tension of 


bilization of forces, both scientific 
and mechanical, for the battle of 
the hospital against disease and in 





Dr, Maicoim T. MacEachern and the 
youthful stars of the film. 


jury. At the same time it reveals 
the sympathetic attitude of the hos 
pital personnel toward the patient 
and family, which is also an aid 
in the patient’s ultimate victory. 

which 
taken at the Evanston Hos- 
pital, in Evanston, Illinois, show 
the “white 


The opening sequences, 


were 


battalions” of doc 
tors, nurses, technicians and other 
workers in hospitals, marching 
across the screen. The story begins 
little Patsy Cort 
Her mother and Kitty, 


the maid, are discussing the lone 


with a scene in 


land’s home 


hospital experience of the latter's 
little boy, Michael, who has had 


22 


infantile paralysis. Kitty is sorry 
joined a Blue Cross 
Mrs. Cort- 
remarks, “I hate the very 
The film 


story tells of the Cortland’s expe- 


she had not 
hospital service plan. 
land 


thought of a hospital.” 


riences and subsequent conversion 
to an appreciation of the hospital’s 
useful role in their daily lives. 
Scenes and personnel] for a “tour 
of the hospital” section of the pic- 
ture, as well as background for 
scenes that could not be set up in 
the studio, were furnished by Pas- 
Memorial, Children’s Me- 
Luke’s, Billings Me- 
morial and St. Joseph hospitals in 
Chicago. 


savant 


morial, St. 


Equipment and supplies 
furnished by the Illinois 
Masonic Hospital and the Ravens- 
wood Hospital. The film was pro- 
duced by Chicago Film under the 
personal supervision of Dr. Mal- 
colm T. MacEachern, Associate 
Director of the American College 


were 


of Surgeons, aided by consultants. 
White Battalions 
began in Boston on November 5, 


Premieres of 


during the Clinical Congress and 
Hospital Confer- 


American College of 


Standardization 
ence of the 
Surgeons, and will be followed by 
premieres in theatres, hospitals, 
and public auditoriums in a num- 
ber of other cities, from November 
12 to 22. 


16 and 35mm. sound-on-film, non- 


\ two-reel subject, 


inflammable, the film runs 25 min- 
utes. It will be available to groups 
through the American College of 
Surgeons, at no expense other than 
a small service charge for shipping 
and handling. Neighborhood mo- 
tion picture theatres may show the 
film as an educational feature, and 
hospitals. 


churches, schools, and 


cultural organizations may also. 





PREVUES OF NEW FILMS 


Lutheran Church Subject Pioneers New Use 


¢ “There is no God!” proclaimed 
the soap-box orator. The lightning 
flashed, and from the sky there 
came a voice, saying, “The fool 
hath said in his heart, ‘There is no 
God.’” 

That adroitly- keying opening 
precedes the main title of a new 
Roland Reed production destined 
for showing to Lutheran church 
and other audiences as a visual 
demonstration of The Power of 
God—a film which points the way 
to vast untapped uses of the sound 
motion picture. Convincingly pro- 
trayed and presented, this reminder 
that not all who call 
Christians are Christians in actual 
fact demonstrates 


themselves 


more the 
power of the film as a propaganda 
medium for a good cause. 


once 


Something of the “Our Town” 
technique was used in this pro- 
duction, through the homely com- 
mentation of (Thomas 
Lowden), who speaks on behalf of 
Ellendale directly to the audience, 
first from the cemetery 


Ebenezer 


where a 
good woman of the community has 
been laid to rest, then from before 
the church, where he points out 
some of the leaders of the com- 
munity, then from the pew, as the 
minister mentions the dead woman, 
leading into the picturized story 
of her life as an evidence of the 
pow er of God. 

a stolen car 
and a crash—the greed of one so- 
called Christian man, the criminal 
act of an unbelieving man, as they 
total effect on the com- 
munity, and the deceased woman’s 


The youth problem 


have a 


courage and prayer as a means of 


straightening out the tangled lives 
and instituting in them the prin- 
ciples of Christianity, form the 
basis of a convincingly dramatic 
film story destined, undoubtedly, 
to have a significant effect on the 
audiences seeing the production. 

Hamilton MacFadden directed 
the production and collaborated 
with L. Meyer on the screen play 
which was taken from an original 
story by Meyer and Arthur Hoerl. 
Cameraman was Arthur Martinelli, 
sound engineer Carson Jowett. Ed- 
ward Jewell was art director, Guy 
Thayer the film editor. Musical di- 
rector was Alfred Colombo. Bur- 
net Lamont was production man- 
ager. 

Others in the cast include 
Wheaton Chambers, Stanley An- 
drews, Kirby Grant, Christine Mac- 
Intyre, Sarah Padden, Byron Foul- 
ger, John Barclay, Rod Bacon and 
Selmer Jackson. 

Photographed in 
runs 56 minutes. 


35mm, the film 


Vitchell 


Films Leading Role at 
IGA Convention 
* Both motion pictures and slide- 
films played important parts in the 
recent 
Grocers’ 


two-day 
Alliance 
Lincoln, Nebraska. 

Sales training was the subject of 
the slidefilm showing, presented in 
connection with a talk on the place 
of properly applied enthusiasm in 
selling, given by William H. Beard 
of the Alliance’s Chicago office. A 
motion picture on sugar refining, 
accompanied by a lecture, high- 
lighted a session devoted to “Fall 
and Holiday Candy Drives.” 


Independent 
convention at 


“THE POWER OF GOD” IS PORTRAYED in a new sound film presentation by 
The new subject demonstrates films untapped fields. 


a Lutheran Church synod. 
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FILM PRODUCTIONS SERVE MANY FIELDS 


FROM HOSPITALS TO SPONSORED TELEVISION 





Douglas Leigh, (center) a la Disney, 
discusses a television idea. 
Cartoons via Television 
* New Yorkers, avid readers of 
weather signs, have a new one to 
scan. Last month, WBNT, N.B.C.’s 
New York television station in- 
augurated a nightly weather fore- 
cast, consisting of a talking and 
singing woolly lamb, created for 
the Botany Worsted Mills by Doug- 

las Leigh. 

The Botany lamb comes to New 
York’s estimated 50,000 television 
audience through the medium of 
l6mm cartoon films. A series of 
fourteen has been prepared, one 
film for each kind of weather. 
N.B.C. officials have been puzzling 
for some months over an _ enter- 
taining way of telling the story 


of tomorrow’s rain or shine and 
this novel method seems to be the 
exact solution, for the response has 
been both immediate and kindly. 
Douglas Leigh is no novice in 
the film medium; his cartoons for 
Bromo Seltzer will be remembered 
by visitors to the New York World’s 
Fair, and many of his 16 spec- 
tacular signs which brighten New 
York’s main stem utilize films to 
actuate the animated characters 
cavorting on a ‘screen’ of electric 
lights (see Bustness SCREEN, Vol. 
Ill, No. 4). But this is his intro 
duction to legitimate screen anima- 
tion and to television. With the 
same knack of showmanship and 
selling power which made him the 
wonder boy of the sign business, he 
has created the weather lamb. 
Combined with the weather fore- 
casts are sales talks and cartoon 
demonstrations of the merits of the 
Botany Wrinkle-Proof Tie. Always 
accompanied by his classy cravat, 
the lamb is involved in adven 
tures with denizens of the forest. 
While foredated by Lee Hat’s 
presentation of the first sponsored 
television show in which films were 
used, Leigh’s Lamb is the first reg- 
ularly shown and specially pre- 
pared film presentation. oo 





Typical Kodachrome scenes in the Congoleum Nairn slide presentation. 


Congoleum Nairn Shows Kodachrome Slides 


* Again we are seeing a fine ex- 
ample of visual sales training as 
used by a floor covering manufac- 
turer. Differing from the methods 
employed by Alexander Smith and 
Masland, Cochrane, Armstrong, and 
Mohawk — motion pictures and 
sound slidefilms, the Congoleum 
Nairn Company has been present- 
ing a series of 200 Kodachrome 
slides, shown on Selectroslide ma- 
chines, to its salesmen and dealers. 

Foregoing a ‘canned’ sound pre- 
sentation, Congoleum’s sales pro- 
motional staff, especially trained in 
an accompanying ‘spiel’, delivered 
the company’s message, first, to 
Congoleum’s men in the field, and 
finally to wholesalers and retailers 
handling the company’s products. 
This omission of ‘canned’ sound 
was not caused by any rejection of 
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that method, but because the com- 
pany had a different problem and 
varying products to present in sev- 
eral parts of the country. Thus, 
utilizing individual slides, it was 
possible to segregate and switch 
slides for varying purposes with a 
minimum of difficulty. 

The series is a product story 
featuring quality as the prime sell- 
ing point of the Congoleum line. 
Microscopic shots, art, and analysis 
charts are used liberally to point up 
the quality of the product, and sam- 
ple rooms are shown, illustrating 
correct styling and best methods of 
use. 

Photography by E. J. Barnes & 
Associates is excellent. The slides 
have been shown on Selectroslides 
equipped with 1000 watt lamps, in- 
suring the utmost brilliance—R. S. 

































































BEHIND THE SCENES IN AN ANIMATION STUDIO 


The scenes above take you through a typical New York commercial studio (Caravel 
Films animation department) showing (from top to bottom, starting at title) a 
story conference; staff reviewing action from preliminary sketches which serve as 
working scenario; acting out a scene by stop-watch timing; studying action by 
‘flipping’ drawings; photography of pencil tests. (Top) Artists at work on trac- 
ings and cells; series of cells ready for camera; montage of cells, exposure 
sheets, music charts; in production—the glass holds cells flat over scene background 
under camera; finally cutting in of dialogue and sound effects and—the prevue! 
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DISTRIBUTION MARKETS 


(Continued from Page 12) 


screen is the preferred medium. 


Killing two birds with one stone. 
it is also the preferred medium of 
the camp-prosperous local towns 
people as well. 

Group showings through service 
organizations furnish another out- 
let. Showings within cantonments 
of anything but entertainment sub 
forbid 


jects is, of course, strictly 


den by army regulations. 
® The effect of 
upon the principal production cen 
It is tre 
mendous and so far-reaching that 


defense business 


ters is hard to estimate. 


the ordinary market boundaries 


are out-dated. Subcontracting and 
the sub-letting of countless thou 
sands of “bits and pieces” of prin 
cipal defense items will, however, 
follow the general pattern of ex 
isting industrial facilities. First to 
feel the new boom were shipbuild 
ing centers like Camden and Wil 
mington; machine tool capitols like 
Hartford and Cleve 
Pittsburgh, 


Youngstown 


Cincinnati, 


land: the steel cities 


Birmingham, and 
Equally 


aircraft centers along the Southern 


Gary. important are the 
California belt and in the Midwest 


and New England. The resulting 
purchasing power climb is typified 
by a town like Vallejo, California, 
where a single new airplane plant 
brought a $1,778 increase in per 


capita purchasing power. 


PLAN FoR ’42 CAMPAIGNS 


Management cannot overlook 
these markets and the local dealers 
involved therein. Of at least sever 
al years’ duration, the defense pro 
must be a part of 
producer's 1942 campaign 


The billion dollar defense 
appropriation budget which is be 


duction boom 
every 


plans. 


ing spent in California will come 
back to American business through 
the greater portion of it which is 
spent for wages. The steel industry 
is paying out $84,000,000 a month 
in wages and they are increasing. 
dollar of 


through defense stringencies, there 


For every reduction 


is a two-dollar increase in these 
defense production areas. 
Concentration upon these mar 


kets is simplified through the 


screen medium. There are either 
existing facilities in local audi 
toriums or the groups in_ these 


areas are going to the nearest com 
munities where such facilities exist. 
Entertainment and then—education 
are the first desires to be ful 


filled 


the family larder and wardrobe and 


and next—the spending for 


for the other articles which the new 


budgets permit at long last. 
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PICTURES IN THE FIELD 


@ FINANCED By 
individual plumbing establishments 


CONTRIBUTIONS of 


throughout the nation, the new pro- 
motional motion picture planned 
for early release by the plumbing 
industry will also have a scenario 
drawn from the industry itself. A 
nationwide contest, announced in a 
recent issue of Plumbing and Heat- 


ing Business offers cash prizes to 
members of the trade submitting 
the best story-ideas for the project- 
ed industry picture. 

A sample scenario in rough, of- 
fered as illustration of what is 
wanted, is included in the an- 
nouncement. Heavily dramatized, its 
story covers the entire field. 


eK KKK KKK KKK KKKKKKK KKK KK 


MOBILIZED TO DEFEND 
YOUR FUTURE MARKET 





MOTION PICTURES. 





WHEN THE BOYS COME MARCHING HOME AGAIN 
THEY AND THEIR FAMILIES WILL KNOW YOUR PRODUCT 
AND YOUR MARKET WILL HAVE BEEN MAINTAINED FOR 
THE POST WAR PERIOD THRU THE INEXPENSIVE USE OF 








@ |,300 local Y. M. C. A.'s acting as contact points for 


securing high grade audiences 


cy units. 


Ved. \% 


plus hundreds of 


@ 4 distributing offices rendering a standardized service. 


@ '5,000 churches, clubs, high schools and industries 


having their own sound projectors look to our Bureau for 


their film programs. 


@ 45,000,000 people saw our films during the past year. 


@ Cost as low as $.0006 per capita, per minute 


$1.00 per showing. 


The above service will institutionalize your 


4 
proaguc 


and prevent 


market casualties. 


‘W.M.C. A.” 
MOTION PICTURE BUREAU 


NEW YORK 
347 MADISON AVE. 


CHICAGO 


THE LARGEST DISTRIBUTOR OF FREE FILMS IN THE WORLD 


19 $0. LASALLE ST _ 1700 PATTERSON AVE. 
v 


SAN FRANCISCO 
351 TURK ST. 


DALLAS 


NORTHWEST AIRLINES 


* A new color motion picture, now 
in production under the sponsor- 
ship of Northwest Airlines, points 
an important modern promotional 
moral for many types of commer- 
cial enterprise. 

obvious one for 


Its objective—an 
those who sell 
travel—is to portray the life of a 
region in terms of its leading in- 
dustries, its educational and cul- 
tural institutions and local color. 

The making of the new air travel 
subject strongly recalls the days 
of the “empire builders,’ when 
merchants in varied lines cam- 
paigned cooperatively after busi- 
ness which would make their city 
or region commercially greater. 
Any business serving a regional 
market can serve its own interests 
well by producing films and en- 
gaging in other promotional ac- 
tivities which serve to spread the 
fame and increase the prosperity of 
that region. 

The new Northwest Airlines sub- 
ject includes such diversified scenes 
of activity as shots of Montana 
mining, University of Minnesota 
educational activities, and scenes at 
airports along the company’s lines. 


Esso Expands Program 


* Planned by the Standard Oil 
Company of New Jersey is exten- 
sive expansion of its promotional 
film program. Several new sound 
motion pictures have been produced, 
dealing chiefly with the problems 
of modern industry and the impor- 
tance of lubricants in their solution. 

Among the new film subjects are 
pictures of the Thaw Asiatic expe- 
dition, recording a trip through 
western and Europe, the 
Balkans, Iraq, Iran and India—and 
completed just before the outbreak 
of the present war in those regions. 


central 


Alcoa Shows to Engineers 


* Alcoa films outlining the pro- 
cesses whereby aluminum is mined 
and purified and shaped into fin- 
ished products and depicting the 
construction of a dam to produce 
the electrical energy needed in these 
processes were shown recently to 
members of the Marquette Range 
Engineers’ club at Ishpeming, 
Michigan. 


Goodyear Film in Exhibit 


* Construction work on the Shasta 
Dam in California—and the Good- 
year Tire & Rubber Company’s con- 
tribution of a 10-mile long con- 
veyor belt to build it—is the sub- 
ject of the Wilding-produced film 
Golden Valley, shown at the In- 
dustrial Products exhibit held early 
in October at Onondaga, N. Y. 
(Reviewed in Issue Seven, Vol. 3). 


Business Screen 
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Ty THE ONE SOUND MOTION PICTURE PROJECTOR 
THAT SERVES BOTH SMALL ROOM 


AND LARGE AUDITORIUM... . 








Serues All Purnoses VEL 
For Black and Silent or Most Plug-in cna CouUfl0n . 
Whiteor Color Sound Film Portable P. A. System 
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The United States 
Department of {griculture 
Tue AGRICULTURAI 
ADJUSTMENT ADMINISTRATION 


Presents 
PLOWS, PLANES 
& PEACE 











America Loves Peace; 
Peace Without, 
Peace Within — 


Art TITLe: 
VOICE: 


justice 


Washington Bust 
A more perfect union... 
domestic tranquillity 
common defense general 
welfare ... the blessings of liberty. 
Those are the purposes the 
founders wrote down in our con 
stitution. . . . The general welfare. 
. . The common defense. 


Fape-In: Pastoral 
Now America is preparing to de 
fend the peace we love against be 
ing shattered from without. 
Scene: Steel Mill 
And within, we prepare at the 
same time to defend that American 
dream which is the chief blessing 
cuarantee of 
domestic tranquillity, the Pledge 
(Montage of 
... The American dream 


of liberty, the great 
of general welfare 
workers). 

that the common man shall have 
his chance to share in the vast 
abundance that our resources, out! 
skill and our labor can produce. 
For the defense of that, the arsenal 
(Scene: Arsenal), the factory, and 
the farm will join. 


Veat Trolley 


food and clothing 


SCENE: 

First of all, 
for 130 million Americans, day by 
day, good years and bad. And a 
fair reward for the men and women 
on seven million farms whence 
come the food and fiber. 
{rmy Car on Hill 


common 


SCENE: 
For the 
diers and 


defense, sol- 
sailors. Soldiers and 
sailors need guns, planes, tanks, 
ships and machines. 
Scene: Aircraft Factory 
Men at work to make the means 
of common defense. Men in over 


alls—men in uniforms. Men need 
food. eee 

Scene: Textile Mill 
and clothing, from the looms of 
America. Men will work for the 
right of their families to have, in 


peace, plenty of food and plenty 
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a 


s 


Men will defend that, 


of clothing. 


too. 
Scene: Planting 
The plow and the planter, as 
well as the plane, defend our peace. 
The way of farmers is a sure, un- 
democratic 


hurried, cooperative, 


way. In just that way, America’s 
farmers have built a national farm 
program budgeting their plantings, 
producing without waste; 
using, but not abusing, their soil. 
They know 

Scene: Corn Elevator 


America’s needs and they have ad- 


plenty 


justed their production to meet our 
needs. They have stored plenty in 
their bins. 
Pan: Steel Bins 

Their Ever Normal Granary is a 
full storehouse of abundance across 
the nation, as they mean it to be, 
for peace or for preparedness. 

Ext.: Farm Meeting 

In the farm program, 
farmers meet, plan, work together 
more than ever before. They can 
answer “Ready” 


national 


when the nation 
calls the roll of its defenders. 
Scene: Tractors Plowing 
Food and clothing, for general 
welfare and for common defense, 
America’s 
good, rich 


come from 
The 
reservoir of our strength. 

Scene: Gully Shots 
feed and clothe 130 
Americans 


fertile soil. 


earth is the real 


You can’t 


million from gullied 
waste land. 
SCENE: Terracing 
A terrace across the slope is de- 
fense—defense of America’s good 
soil. 
ScENE: Liming 
And part of the farmer’s plan 
is to pay back to the soil some of 
its spent richness of lime and phos- 
phate. 
Scene: CU Crimson Clover 
They back to the soil its 
protection of clover and grass, rest 


the fields in their 


give 
turn from the 
hard drive of front-line crop pro- 
duction. 
Scene: Wheat Harvest 
Count 


enough years, and the 


harvest is average. But year by 
year, some crops are fat, some are 
lean. 
Scene: Feeding Pigs 

No one wants to get caught with 
an empty pantry and empty bins 
in those lean years. Least of all 
the farmer, who’s got his livestock 


to feed, every day, winter and sum- 
mer, until the next crop comes in. 


SceNE: Int. Farm Meeting 

So now the nation’s farmers plan 
together, setting up allotments of 
acreage to be planted that will 
keep the granaries full—not only 
full, but with something over just 
in case the rains fail next year, or 
customers want a little more wheat, 
or cotton, or tobacco, or corn. 

(Cue-Man Speaking) 

They talk it over, in meetings 
from Maine to California. They 
listen to the facts. They ask the 
questions: 

(Cue Each Question to Face CU) 

What does America need? 

How much should we hold over? 

How much do we need to plant? 

How’s our land holding up? 

(Cue, Voting) 

And they make up their minds, 
as Americans know how to do. 
They are the farmers. It’s their 
say-so. 

Scene: Inspecting Corn 

If the fat harvests are to be 
saved for the lean years, they must 
be stored. But if a farmer stores a 
thrifty supply against the nation’s 
need, he ought to be able to bank 
against it for a loan to tide him 
over. A farmer needs his money 
at harvest time. So part of the 
farmers’ plan is to store the corn, 
the wheat or the cotton safely, in- 
spected and graded. A sample goes 
to the laboratory. If it’s good, the 
farmer can get a 


loan, and the 
granary is sealed until it’s needed. 
Scene: Sealing Corn. 





Scene: Steel Bins 
Always enough and to spare. 
Never any produced only to be 
wasted. That’s why farmers call it 
the Ever Normal Granary. 
Scene: Meat 
The Ever Normal Granary means 
something to the 130 million eaters 
in this country, too. Come what 









we ite AGRICULTURE IN DEFENSE 


SCRIPT OF "PLOWS, PLANES AND PEACE" GIVES 
PICTURE OF FILMS ROLE 


IN RURAL EDUCATION 


may, our folks needn’t go on short 
rations, Remember back in 1917 
and 1918, the meatless days and 
the wheatless days? Modern Amer- 
ica’s farmers have organized our 
defense against having that happen 
again. 
(Cue, Girl and Bacon) 

Many a pair of hands finds work, 
moving bacon along from the barn- 
yard to the breakfast table. It’s a 
big job, giving America its three 
squares a day. The biggest job in 
America, come to think of it. A job 
in which labor, too, has its part to 
play. 

ScENE: Bread Mixing 

Yes, sir, times have changed 
since Grandma did her Saturday 
baking. : 
(Music Up, Rhythm With Mixer) 

Men, machines and organization 
have put a new twist in bread bak- 
ing (Cue, Twist Loaves) since 
Grandma’s day. It takes men, ma- 
chines and organization to get food 
to all America three times a day. 
Men, machines and organization no 
less on the farm than in the factory. 

SCENE: Comparative Rations 

The average eats as 
much meat as this every week. 

Some places, all the meat you'd 
be allowed in a week is just what’s 
on that little plate. But in the 
United States, you can pass that 
big plate, for a second helping 
and a third. Some places, you have 
to have a 


American 


ration card for almost 
every bite you eat. Not here. 
Stamp Plan Sequence 
Here we food stamps to 
help people who are hard up eat 
more of the kinds of food they 
need, not ration cards to make them 
go always a little hungry. In more 
and more places here, as the food 
stamp plan is extended, needy 
families get extra food. When they 
spend a dollar per person per week 


have 


for orange colored food stamps, 
they get 50 cents worth of blue 
stamps free. The orange colored 
food stamps are good for any food 
in the grocery store. The blue 


stamps are good only for certain 
foods—surplus foods that some- 
where are glutting markets because 
farmers cannot sell them at decent 
prices and needy people cannot 
buy them for decent living. So 
surpluses are harnessed to work 
for farmers and the people, not 
against them, and there’s food in 


Business Screen 




















America for peace or for prepared- 
ness. 
Scene: Workmen Eating 
There’s food for workmen, hun- 
gry after a good morning’s work. 
Scene: Family Eating 
There’s food for your family, 
and mine, and millions like us, and 
like these. 
Scene: County Fair 
There’s food when we feel like 
eating it, just for fun, at the county 
fair. 
Scene: Picnic 
And food for romance. 
Scene: Eating in Plane 
food 


it, and wherever you want it, 


like 


on 


There’s however you 


the ground or above the clouds. 


CU: Boy and Hot Dog 
And for Junior here. Well, he 
can eat his spinach for supper, 
can’t he? 
CU: Girl and Milk 
And lady, drink 


yourself a toast to health and a 


you, young 


long life. 


Scene: Army Distribution 
So that these children may have 
their chance to grow up in the 


peaceful way of life our people 
1ave chosen, this nation has callec 
I | th t | lled 
Thou- 


sands of our citizens have become, 


its young men into service. 
temporarily, soldiers. From coun- 
ters and work benches, from homes 
and schools, they have come to 
learn, how they may serve the com- 


mon defense. Of all the things 
they have to learn, none will be 
more important than this: Any 
army travels on its stomach. And 


Uncle Sam’s army can travel on a 
full stomach. 

When the National Guard took 
the field in its greatest peace time 
maneuvers, the rations rolled up to 
company kitchens on schedule. 

(Cue, KP) 

Yes, even in a mechanized army, 

KP still means peeling spuds. 
Scene: Soldiers Eating 

Maybe you’ve heard that an army 
lives on beans and corned willie. 
Maybe an army did, once. As a 
matter of fact, Uncle Sam’s neph- 
ews in uniform get milk, butter, 
fresh vegetables and fruit, along 
with plenty of bread, beef, bacon 
—and beans. And all of those 
things America’s farmers have pro- 
duced and are ready to produce in 
abundance. 

(Cue, Feeding Horses) 

But the army needs more than 
food from farmers. Strange as it 
seems, as armies use more ma- 
they use more horses, too. 
raise the horses, and feed 


chines, 
Farms 
them. 
(Cue, River Crossing) 
army's four - wheel - drive 
can take the army almost 


The 
trucks 


Number Eight + I94I 





anywhere. They roll along on tires 
in which there is cotton from Amer- 
ica’s farms. There’s more cotton in 
tents, in webbing straps, in gun- 
cotton, and in of other 
things the army uses. In uniforms, 


And still 


dozens 


more cotton, and wool. 
there’s plenty of cotton. 
(Cue, Cavalry) 
The cavalry’s boots and saddles 
come from the herds on America’s 
vast western range. 
(Cue, Cook Fire) 
For this young guardsman, eat- 
ing his tin ration during a pause 
in maneuvers, and for his family 


around the table at home, Amer- 
ican farmers have given their 


pledge of abundance, and backed it 
up with a national farm program 
that gears production to the na- 
tion’s need. 





Scene: Planes, Tank 
defend 


against new threats, we must learn. 


New ways to ourselves 
Scene: Plowing to Come 

New ways of sure defense against 
the old threat of hunger, of glut 
and waste, farmers have learned. 

Scene: Bomber Flight 

While America builds strength 
for defense in the skies, seven mil- 
lion farmers have built strong de- 
fense across the nation, backing up 
the promise of abundance for all 
that Liberty speaks to the world. 





Produced and Distributed 
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Notes on Production 
Above: Soldiers at First Army 
maneuvers stage a mock battle at 
Ogdensburg, New York, as Tom 
Hogan, director-cameraman for the 
Division of Information, Agricul- 


tural Adjustment Administration, 
runs 35mm. footage through a 


Mitchell camera for Plows, Planes 
and Peace, 17-minute movie 
duced by the Agricultural Adjust- 
ment Administration and the Ex- 
tension Service of the U. S. Depart- 
ment of Agriculture. 


pro- 


Here’s More Power for Your 
























Commercial Film Programs 


Perhaps yours are among the many commercial film pro- 
grams which need the lightening touch of a rollicking 
cartoon comedy... or the audience-building aid of an 
interesting short feature film . .. or additional films to 
bring the programs to proper length... or a periodical 
change of supplementary films to revive salesmen’s interest. 


Broad experience will guide B&H Filmosound Library in 
recommending ready-made film additions which will con- 
tribute most to the effectiveness of your programs. This 
extensive, up-to-date library offers the finest professionally- 
made cartoons (many of them in color), plus timely short 
sound films on a wide range of subjects—often on subjects 
which tie up closely with clients’ business films. 

A few offerings typical of thousands available are briefly 
reviewed below. Use the coupon to request complete in- 
formation and our experts’ advice. 





CARTOONS 


Popular with Every Audience 


Old Mother Hubbard. Color cartoon 
which closely follows the nursery 
rhyme but has a new, happy ending. 


Jack Frost. Bear cub, rebelling at 
winter-long nap, has chilly adventures, 
finally scoots for the blankets. 


Aladdin and His Lamp. Rags to riches 
because of a genie. Humorous, color 
or monochrome. 





SPORT THRILLERS 
Films on Every Sport 


Ski Symphony. Against an Alpine 
scenic background, experts show 
how to ski; novices show how not to. 
Wild Elephant Roundup. Excitement 
as natives with tame elephants hunt 
wild ones. 

Flying Paddles. Champion kayak 
paddlers show how it’s done; shoot 
rapids, dams, and waterfalls. 






SEND 
COUPON 
FOR 
COMPLETE 
DETAILS 


Filmosound “Commercial,” 
choice of majority of commer- 
cial users of 16mm. sound films. 


PRECISION-MADE 





. <i 


\ahive bus; 7 
Wy Rlhers P A ed 
tld Elepbans fa Captive 
up” 


Bell & Howell Company, Chicago; New York; 
Hollywood; Washington, D. C.; London. Est. 1907. 


BELL & HOWELL COMPANY 


1808 Larchmont Ave., Chicago, Ill. : 
( ) Please recommend films for ‘‘sweetening"™ | 
our programs. (Description of programs, pur- | 
pose, audience type, and film distributioa 1 
method should accompany this request.) Send i 
details on ( ) cartoon comedies; ( ) sport films; 1 
() Filmosounds. H 
Pitttsbstdmendedcunendeokes Title - : 
Cc | 
EG sin do onsacctqonssnséncsoece i 
DER cacccovesccs nececcescecooncacesrese cose ; 
os | 


BY 


CEoicM. and Ap: 
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Victor's New Arc Projector 
” Ss new Victor 
Model “E” High 


Lamp Proje lor 


product the 
Intensity Are 
has just been an 
Victor 


Corporation of 


nounced by Animatograph 


Davenport, lowa. 
This model was especially designed 
by Victor engineers for heavy-duty 
service and to fulfill a demand for 


a projector that will produce ultra 


f. 
ae etl 





AN OPEN LETTER 
TO YOUR BUYER 


Dear Sir: 


The audio-visual method of train- 
ing has been recognized as _ the 


most effective. 

Audio-visual equipment produced 
by Radiad Service has been proven 
to be 


using this most effective medium. 


the more effective way of 


You will appreciate the story of 
our latest developments, and we 
will be happy to furnish you with 


full details. 


Won’t you drop us a line, and let 


us show you how we have an- 


swered a 1001 equipment problems. 


Just send your card or letter to us at 


154 E. ERIEST. * CHICAGO 


Designers and Builders of Quality 
SOUND SLIDEFILM EQUIPMENT— 
PLAY BACK-TRANSCRIPTION 
and AMPLIFIER UNITS 
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NEW EQUIPMENT 














brilliance of screen images in large 
iuditoriums and outdoor areas. In 
its construction Victor has retained 
the fine features that have so uni 
versally popularized the company’s 
projectors in the past. 


The complete unit consists of a 


projector, sound unit, amplifier, 
speakers (2), are lamp, rectifier 
and projector stand Literature 


containing complete specifications 
and features of this new projector 
is now available. Request Form 
No. 1052. Address Victor Animato 
graph Corporation, Davenport, Ia 


* Simplification of the technique 


of color cartoon has 
been achieved by Hollywood Color- 
film Corporation with the recent 
installation 


First of 


production 


of two machines. 
the 


printer, is designed for the purpose 


new 


new units, a 35mm 
of making cartoons in either two or 


three colors, shot originally in 
either bipack or three-color on 35 
mm. stock. 

The second unit, eliminating the 
need for a cartoon stand, permits 
cartoons to be shot in Kodachrome 


and blown up to 35mm. 


Protecting Your Valuable Films by Treatment 


@ very sales or teaching film car- 
ries a message. That message must 
be put across effectively, or the film 
is a waste of money. Distraction 
from the message must be avoided. 
One of the most important causes 


break in 


lack of attention is a scratchy and 


of a concentration and 


stained film. This can and should 
be prevented. 

A good example of the impor- 
tance of providing an effective pro- 
tection to the film is the specifica- 
tion provided in the print bid for 
the film 
gram now being produced by the 
United States Office of Education. 

“All prints must be subjected to 


vocational training pro- 


a permanent conditioning and pro- 
tective treatment, equal to the Vapo- 
rate process, resulting in a reaction 
directly on the emulsion itself. Such 
treatment shall raise the melting 
point of the emulsion in water and 
Such 
conditioning shall be effective with- 
in 24 hours after print is developed 
and dried. 


that 


cause no loss in pliability. 


The type of treatment 
skin-like 


jorms a layer or 


varnish on the surface of the film 
will not be accepted.” 

To many film the most 
novel and striking feature of this 
provision for adequate film pro- 


users 


tection is its inclusion in the specifi- 
cations. The fact that protective 
treatment is recognized as an es- 
sential element of an acceptable 
print, as vital as good planning, 
good production and good printing 
is signified. The thought that an 
unprotected good print is as un- 
desirable as a bad print may be new 
to some, but it is important to all. 
Careful analysis of the specifica- 
tion casts light on the causes of 
film damage, and on the best pre- 
ventative should be 
noted, first, that the protection de- 


measures. It 


manded consists of changes in the 
physical properties of the emulsion. 
The celluloid base of standard first 
quality film is accepted as sufhicient- 
ly durable in itself, without added 
protection. Similarly, the stability 
of the silver 
problem after proper handling in 


image presents no 


the laboratory. Film damage is con- 


AMPRO’S TRI-PURPOSE PUBLIC ADDRESS SYSTEM, constantly improved over 
a period of years by new and designed circuits, is now playing a useful role in 
industry where educational meetings for defense workers are conducted; in school 


auditoriums 


and similar meeting places such equipment is 


indispensible. Shown 


above is latest PA-3 Model Amplifier which has a power output of over 55 Watts 








fined largely to the gelatin in the 
emulsion 

result when the gela- 
soft to abrasion. 
Oil stains, dirt spots and finger- 


marks are absorbed into the emul- 


Scratches 


tin is too resist 


sion when the gelatin is too soft to 


exclude them. Damp heat tends 
further to soften unprotected gela- 
tin. Therefore, the specification re- 
quires a hardening of the gelatin 
evidenced by the raising of the melt- 
ing point of the emulsion in water. 
This purpose. alone, could be ac- 
complished by any one of several 
well-known liquid gelatin harden- 
ers. These all function by reducing 
the water content of the colloidial 
molecules. Gelatin too low in water 


content tends toward brittleness. 
The specification therefore excludes 
this dangerous expedient by requir- 
ing that the protective treatment 
cause no loss of pliability. 
Surface lubrication on film pro- 
vides temporary protection against 
scratches. This lasts, however, only 
until the lubricant is rubbed off in 
use or washed off in cleaning. Lu- 
little protection 
against climatic damage, and none 
against staining. 
requires that the 
tective treatment be permanent and 


bricants provide 
The specification 
conditioning pro- 


that it result in a reaction directly 
on the emulsion itself. 
Theoretically, a lacquer over the 
emulsion would exclude stains and 
the any 
scratches not so deep that they pene- 
trate through the lacquer. Theo- 
retically again, worn, stained and 


protect gelatin against 


scratched lacquer could be removed, 
and fresh lacquer substituted. Prac- 
tically, a full 
would have to have a coefficient of 
expansion identical with both cellu- 


surface lacquer 


loid and emulsion. Partial, or high- 
spot lacquers can expand safely 
under heat, but do not protect the 
entire emulsion against the various 
types of damage. The specification 
provides that the type of treatment 
that forms a skin-like layer or var- 
nish on the surface of the film will 
not be accepted. 

The “Vaporate” process, set up in 
the specification as the standard of 
adequacy, consists of subjecting the 
film to the effects of a successive 
series of vaporized chemical rea- 
gents in a vacuum chamber. 

Vaporate meets the specification 
by first substituting lasting internal 
lubrication the 
content of the gelatin, to assure a 
fully maintained pliability reserve. 


for normal water 


A second chemical vapor toughens 
the gelatin solids and renders the 
colloids insoluble, raising the melt- 
ing point of the emulsion in water, 
and affording protection against 
damage from climate, abrasion and 
defacement. These are chemical re- 
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actions directly on the emulsion it- 
self. and therefore permanent. Va- 
porate also provides, in the action 
of a third vapor, external lubrica- 
tion to ease the passage of the film 
through the projector and to relieve 
perforation strain. 

film should 


Therefore any user 


demand, as does the U. S. Govern- 
ment, that his film supplier provide 
prints which have been given per- 
manent conditioning and protective 
treatment equal to the Vaporate 
Untreated 
protected now against further dam- 


process. films can be 
age in the future at a small charge. 


Photographic dealers everywhere 
are glad to arrange this service for 


the school customers. 


Radiant's West Coast Office 

* A new West Coast sales office and 
warehouse has just been opened at 
North Vine Street, 
Angeles, by the Radiant Lamp Cor- 
poration, Newark, N. J. Deliveries 
to West Coast dealers of Radiant 
motion picture projection 
spotlights, floodlights and 
concentrated filament lamps will be 


1558 Los 


lamps, 
other 


expedited considerably through the 
new office. 

Walter C. Feistel, who has been 
transferred from the company’s De- 
troit office and placed in charge of 
sales and service on the West Coast, 
has had wide experience in the 
lamp industry. 


Looking for Films? 

* Victor Animatograph Corpora- 
tion, Davenport, Iowa, leading 
manufacturers of 16mm motion pic- 
ture cameras, and projectors an- 
nounce the release of their Eighth 
Edition Victor Directory of 16mm 
Film 16mm 
projectors will relish this news as 
this source directory actually tells 
where to send for films on the sub- 


Sources. Owners of 


jects in which they are interested. 


There are over 600 sources listed 


therein and 225 subjects covered 


in silent and sound films. 
EDUCATIONAL SECTION 
Here will be found pages of in 
formation film li- 
braries and rental service available 


devoted to the 


from universities, colleges and de- 
partments of 
State. 


ing the activity of these libraries 


education in your 


The men and women direct- 


discuss the utilization of the motion 
picture in education and prophesy 
the future growth and development 
of this medium of instruction, based 
on their experiences and observa 
tions in the field. County and City 
School Cooperative Film Libraries, 
as well as independently owned 
City School 
listed. 


Film Libraries, are 
EpITORIAL SECTION 

The editorial columns contain a 

wealth of information 

to the use of films in the classroom, 


in churches, in the home and by 


pertaining 


industrial organizations. Every ef- 
fort has been put forth to make this 
film source directory virtually a 
bibliography of information on 
films, where to locate them and how 
It will be helpful to 
the man, to 
the Pastor, to the individual in the 
home, to CCC camps and other gov- 
departments, in fact, 
every 16mm film user will want 
one of these directories. The price 
of the catalog is 50c. Address your 
request, accompanied by remittance, 
to the Directory Editor, Victor Ani- 
matograph Corporation, Davenport, 


to use them. 


teachers, to business 


ernmental 


Iowa. 


Distributes Religious Film 

® The Northern California distri- 
bution rights to Theater-on-Film’s 
Journey to Jerusalem have been ac- 
quired by Photo & Sound, Inc., of 
San 


Francisco. The picture fea- 


tures the original Broadway cast. 


Appointed Modern 
Distributor 








ALL STEEL 
film 
CABINETS 


Neumade All Steel Cabinets 
give safe storage and long 
lite protection .o vaiuable, 
costly films .. . that is why 
Neumade All Steel Cabinets 
are standard equipment in 
many important government- 
al departments for safe 
keeping of official films. . . 

Industry too protects its 
sales and training promo- 
tional films by using Neu- 
made All Steel Cabinets as- 
suring perfect humidification 
protection against dust, fire 
and indexed for early selec- 
tion. 

Sizes to fit any need. 
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* To better distribution 
of its own productions and films 
of other commercial firms, Photo 


assure 


& Sound, Ine., San Francisco 
movie and transcription firm, 
has become the northern Cali- 


fornia unit of both Modern Talk- 
ing Picture Service and Allied 
Film Exhibitors. Booking of 
commercial films for nationwide 
distribution is now possible di- 
14,- 


000 censumer audiences on the 


rectly from San Francisco. 


Pacific Coast alone are classified 





COMING EVENTS: 
© The Business of the 
Church: How motion pic- 
| | tures and slidefilms are help- 
ing the nation’s churches—a 
feature in the next issue of 
Business Screen. 




















‘Hy-Flect’ Glass Beaded Screen 
for every Business, Sales, 
Vocational Training Need 


Glass beaded screen surface carries lifetime guar- 
antee of whiteness. Will not harden or crack. 
Greater brilliance and definition. Always 
rigidly aligned . . . always completely in focus. 


Rapidly becoming first choice for assembly halls, offices, 
classrooms, camps, and churches because of its quick 
The famous “Hy- 
Flect” beaded surface is unsurpassed in giving clean- 


portability and ease of operation. 


cut brilliance and definition—a vital life-like image, 
either in black and white or color. Auditorium model is 
particularly adapted for organizations with a number of 
gathering places. The extra-rigid tripod, expressly de- 
signed for this screen, is extremely durable and rust- 


resistant. Write for illustrated folder—free. 


Complete Line of Sizes and Types 
PORTABLE TRIPOD SCREENS in all 
sizes from 34 x 40 up to 70 x 94 inches. 
GEAR OPERATED PORTABLE TRI- 
















POD SCREENS, 52 x 72 to 70 x 94 
inches. 

WALL TYPE SCREENS, 30 x 40 to 
72 x 72 inches. 


WALL AND _ CEILING’ SCREENS, 
6x8 to 12x 12 feet. 





AUDITORIUM 
model used 
yu U. 8. 
Dept. of 
Agriculture, 
Pr. Bb» 
irmy Air 
Corps, and 
many others. 








MANUFACTURING 
CORPORATION 


1140-6 W. Superior St. “i Chicago, III. 
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| NYA VOCATIONAL FILM 





(Continued from Page 17) 


and 24 will gain work experience 
this year, qualifying them for jobs 
in ship-building, aviation, machine 
tools and other bottle neck indus 
tries. In foundries and forges, wood 
and sheetmetal, machine and radio 
shops, boys and girls are learning 
to work by working. How to pre 
sent the picture of these job-bent 
youth in a way to attract and hold 
the interest of the public was the 
problem the Illinois NYA solved. 
Without sacrificing the professional 
touch, costs were necessarily kept 
at a minimum by commandeering 
the staff and youth for a large 
part of the production work 


Tet One Youtu’s Story 


In order that the film would not 
be merely a series of disconnected 
scenes, a simple story of one typical 
NYA youth’s experience was told. 
Against a background of defense 
industries needing workers, an in 
experienced unemployed youth is 
introduced. Taking an industrial 
foreman’s suggestion, the boy ap 
plies at an NYA work center. Be 
fore the camera, he goes through 
the initial procedures, passes a 
medical exam and takes the oath of 
allegiance. As a counsellor explains 
the program to him and other youth, 
fades take the audience to actual 
resident and work experience cen 
With the 
You will 


take your places among the 100,000 


ters throughout Illinois. 


counsellor’s words ™. 


who found employment during the 
past 12 months through NYA ex 
perience And in your hands 
the fate of the nation and of its way 
of life will be safe”, the boy is in 
spired to start his NYA work ex 
perience. 


A Goop COMMERCIAL SHORT 


Youth on the Industrial Front 
has all the qualities of a good com 
mercial short. Burton Holmes Com- 
pany of Chicago did all lab work 
The Chicago NYA Symphony Or- 
chestra provided special music ar 
ranged to fit the action. 

No “actors,” in the professional 
sense, were used in Youth on the 
Industrial Front. The “hero” is a 
17-year-old boy who worked in the 
Chicago work experience center ma 
chine shop. The role was a “natu 
ral” for him because he had turned 
to the NYA for help after his high 
school graduation when he 
not find a job 


could 
The counsellor, as 
well as the supervisor shown, are 
all members of the NYA adminis 
trative staff. Some 1500 youths on 
the Illinois NYA program worked, 
ate and played before the camera 


for this movie. 
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TRAINING FOR DEFENSE 


Chicago Schools Explain Vocational Training Program in Pictures 


@ Portrayinc the operations of 


an all-out program of technical 
involv- 


ing ten trade and technical schools 


training for defense work 


throughout the city and, in some 
cases, a 24-hour classroom day 

Education 
sponsored motion picture Chicago 
Trains Men for National Defense, 
is a highly 


the Chicago Board of 


effective presentation 
of how one city is helping to meet 
the nation’s need for trained men. 
The film was produced by the Film 
Council of the Public 
Schools. 

Through Superintendent William 
H. Johnson’s 


Program. superv ised by 


Chicago 


Vocational Training 
Assistant 


Superintendent Philip L. McNamee. 
thus far this year, 22,000 men have 
been trained for specific defense- 
industry jobs under the program. 
According to Lee R. Robins, Direc- 
tor of the Council, the great ma- 
jority of these men have already 
been absorbed by defense indus- 
8,000 on 
mendation of their teachers, many 
others 


tries the direct recom- 


through contacts of their 
own. 

The courses given are open to 
all men of workable age. There 
are no tuition fees or other costs 
for enrollees, since the entire ex- 
pense is met by the Federal Govern- 
ment. immediately 


Classes begin 








MAN THE MACHINES 


Recruits in that army of men who operate the machine tools 
vital to American defense need training as much as our buck 


privates. 


Films, like those in production for the Gisholt Machine Com- 
pany, “Turret Lathes, Their Operation and Use,” are doing 
that job faster. And see what a few exhibitors say about an- 
other Kodachrome production, the South Bend Lathe Works 
“How To Run A Lathe Film Series”: “Excellent color; every 


detail is brought out clearly” . . 


. “Best visual aid pictures we 


have had” . . . “Excel as a teaching aid” . . . “The finest pic- 


tures in this line that I have seen” . 


best of its kind in its field.” 


. . “Without a doubt the 


The best equipment plus skilled writing, direction, photogra- 
phy, editing and sound recording—in color and in black and 
white—bring proof from audiences that 


BURTON HOLMES FILMS GET RESULTS! 


48 Years of Successful Showmanship 


BURTON HOLMES FILMS, INC. 


PRODUCERS F MOTION 


7510 North Ashland Avenue e 





Chicago ° 


NC LIDEFILMS DUSTRY 


Telephone ROGers Park 5056 





after the close of the regular school 
day, continuing throughout the eve- 
ning and into the night. 

Subjects covered include avia- 
tion mechanics, automobile mechan- 
ics, electricity, foundry work, forge 
work, machine shop, mechanical 
drawing, sheet metal work, weld- 
ing, pattern-making, lead burning 
(a process taught in no other pub- 
lic vocational 


school), blueprint 


reading, and tool and die design. 


LEARNING BY DoING 

Training throughout is geared 
closely to the modern educational 
theory that the best teaching in- 
volves “Learning by Doing.” Every 
operation is planned to duplicate 
actual industrial practice, avoiding 
always the waste-motion of purely 
“classroom practices.” A motor, 
for example, is never “cut away” to 
demonstrate _ its 
rather, 


inner workings: 
it is torn down and rebuilt 
as it would be in the repair factory. 
Even the use of models is 
avoided wherever possible. Train- 
ing films, selected from the 
gest school film 


scale 


“hig- 
library in the 
whenever the 
teacher feels there is real need for 
them. 

In Chicago Trains Men for Na- 
tional Defense, the whole story of 


world,” are used 


this training program in Chicago 
is presented simply, directly, graph- 
ically. Done in full color with ac- 
companying narrator sound-track, 
the film makes especially liberal 
use of close-up sequences of men 
at work on a variety of tasks; thus, 
in the absence of a continuing hu- 
man-interest narrative, the message 
is kept immediate and personal. 


Two Mayor Uses PLANNED 


Two major uses are planned for 
the film. It is being shown to com- 
mercial club, civic club and other 
business men’s groups to stimulate 
a general interest in the program 
and to interest business men in em- 
ploying graduates. In the first week 
during which the film was offered 
for bookings, eighty business 
groups were booked for showings, 
eighty other groups could not be 
accommodated. 

A secondary objective — being 
pursued through showings before 
student and parent-teacher groups 
— is to interest prospective en- 
rollees in the benefits of the train- 
ing. Past enrollments have come 
from technical workers who have 
been away from their jobs and 
grown rusty of skill, from men who 
desire to rise above recent routine 
futureless 





from 
school and college graduates. 

Emphasis in the filming was 
placed on complete coverage of the 
activities carried out in the ten par- 
ticipating little 


tasks, and high 


schools. Hence, 
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TRAINEES CHECKING FOR WEAR, 
practically identical to the motor being built in the new Buick plant in Chicago. 


space, even in a 35 minute motion 
picture, was left for narrative de- 
vices or other artistic or interest- 
effects. A direct 
technique is used throughout begin- 


getting simple 
ning with sequences to introduce 
leaders of the nation-wide program 
of which Chicago’s effort is a part, 
presenting briefly each of Chicago's 


training centers, then presenting 
the work itself as it is done in 
these several schools. Sequences 


showing the advantages of skilled 
trade training to the individual and 
comparing the contribution of the 
factory worker with that of the 
Army draftee humanize and per- 
sonalize the appeal to the prospec- 
tive enrollee. 
Suows Resutts or Work 

A final sequence pictures the 
various products of the skills in 
which enrollees are trained, as dis- 
played during the past summer in 
Soldiers’ 


Field. This, in Mr. Robins’ opinion, 


a special exhibition at 


is of “inestimable value” in setting 
up high standards of workmanship; 
it stimulates men to do good work 
by showing them its outcomes. The 
frequently-used close-ups of “men 
at work,” he believes, are more use- 
ful than any other teaching device 
for showing proper methods of in- 
tricate work and focusing student 








Position Wanted 


Young man wishes position 
with opportunity for advance- 
ment. Have ten years’ experi- 
ence with Industrial and Medi- 
cal Films. Have done Camera 
Work, Editing, Cutting, Pro- 
jection, Narrating and on Loca- 
tion in Charge of Crew. Have 
considerable equipment. 

Address Box 11C, Business 
Screen, 20 N. Wacker Drive, 
Chicago. 





Number Eight 





a Pratt and Whitney Twin-Row Wasp, 


attention on details of technique. 

Schools taking part in the work 
Lane, Crane, Harrison, 
Lindbloom, Phillips, Schurz, Til- 
den, Englewood, Austin and the 
new Chicago Vocational Training 
School. 

Navy Firm RELEASED 


include: 


Released in late October by the 
Film Council is a new film called 
Opportunity in the Navy. Pre- 
pared in active cooperation with 
the Navy Department, this film is 
to be used primarily to encourage 
enrollments in Chicago’s rapidly- 
expanding naval training program. 
Such expansion includes plans for 
the opening of Navy Pier as a 
training center for 10,000 enlisted 
naval trainees as aviation repair 
and maintenance men, machinists, 
metalsmiths, and for other special- 
ized machine tasks. More than 1,000 
enlisted men are now engaged in 
such training at the new Chicago 
Vocational Training School. 

Electricity Slidefilms 
* A new educational slidefilm Kit- 
set on electricity has just been re- 
leased for use in academic high 
vocational 
schools, CCC Camps and apprentice 


schools, technical and 
training classes, or wherever else 
basic instruction in electricity is de- 
sirable. Its most intensive use is ex- 
pected to be in high school physics 
This 
visual instruction tool greatly aids 
the average man’s understanding. 

The set is made up of 12 slide- 
films dealing with magnetism, 
static electricity, current electricity, 
the electric cell, the storage battery, 
electro-magnetism, the generator, 
alternating current, electric motors 
and electric meters. Various. ap- 
plications of electricity in the au- 
tomobile, in the radio, etc., are 
demonstrated in the last two films. 


and general science courses. 








MACHINE SHOP WORK MOTION PICTURES 
produced for 


UNITED STATES OFFICE OF EDUCATION 


(16mm sound-on-films) 


7 subjects on Engine Lathe 2 subjects on Vertical Drill 

5 subjects on Precision Mea- 3 subjects on Shaper 
surement 1 subject on Centering & Layout 

5 subjects on Vertical Boring 7 subjects on Bench Work 

5 subjects on Milling Machine 10 subjects on Shipbuilding 

1 subject on Sensitive Drill 2 subjects on Action of Sin- 

2 subjects on Radial Drill gle Point Cutting Tools 


AVAILABLE NOW 
5 Subjec*s on Engine Lathe 3 Subjects on Vertical Boring Mill 
l. Rough Turning l. Rough Facing, Turning and 
Centers Drilling on a_ Vertical 
Turning Work of Two Di- Turret Lathe 
3 cum e Taper With the 2. Rough Facing and Boring 


ts Turning a Shoulder on a 
Compound Rest and With bayer, 

1. 4 Vertical Turret Lathe 
the Taper Attachment 


Between 


nN 


1. Drilling, Boring and Ream- 3. Facing, Turning, Boring 
ing Work Held in Chuck Grooving, Chamfering on 

5. Cutting an External Nation- a Vertical Turret Lathe 
al Fine Thread Using Two Heads 

5 Subjects on Milling Machine 5 Subjects on Precision 


A. The Milling Machine Measurement 

1. Cutting Keyways 1. Steel Scale 3. Fixed Gages 

2. Straddle and Surface Mill- 2. Micrometer 4. Vernier Scale 
ing to Close Tolerances 5. Height Gages and Standard 


Straddle Milling Indicators 
Plain Indexing and Cutting a Spur Gear 


(Release dates to be announced as additional reels are completed.) 
For full particulars write or wire 
Castle Films, Inc. (N. Y., Chicago & San Francisco) or your 
sound projector representative or dealer 








In schools, industrial plants, civilian-defense organizations and 
in the armed forces of the United States, S.V.E. Slidefilm 
Projectors play an important part in America’s defense pro- 
gram. The superior efficiency of S.V.E. Projectors has made 
S.V.E. equipment standard in all leading makes of sound- 
slidefilm units. Of all the filmstrip projectors serving busi- 
ness and schools today, more than three fourths are “S.V.E.” 


Literature sent on request. Write Dept. 11B. 


ww 
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SOCIETY FOR VISUAL EDUCATION 


100 €AST OHIO STREET CHICAGO 


INC. 


ILLINOIS 
























0000 YOU! 


You who are interested in making 
sure that industrial films put their 
message across without distraction 
from climatic damage, wear, 
scratches and stains you want 
permanent and effective film  pro- 
tection. 

ations, 

VAP. RATE 
% > 


* . 
Tata? 


BETTER PHOTO FINISHERS 
OFFER VAPORATE PROTECTION 
FOR STILL NEGATIVES 


Bell & HOWELL CO. 


VAPORATE CO., Inc 180! Larchmont 


130 W. 46th St Chicago 
i 716 No. La Brea 
New York City Hollywood 





MUSICAL SCORE BY | 
Jack Shaindlin 


@ Have your problem solved by the com- 
poser of scores for over one hundred shorts, 
newsreels and industrial pictures released 
by Universal, Columbia and RKO. 


ALSO 

1) THE INDUSTRY'S MOST 

MODERN MUSIC TRACK 

LIBRARY ON FILM 
AVAILABLE 


For listings on this 
page address_ in- 
auiries to Service 
Bureau of Business 
Screen, 20N.Wack- 
er, Chicago. 








Eastern Service Studios—35-11 35th Avenue 
| RAvenswood 8-8300 Long Island City, N. Y. 





SLIDEFILM EQUIPMENT 


The PICTUREPHONE 


for Training, Sales, 
Demonstrations, Meetings 


The Only Complete Line of Sound Slide Film 
Projection Equipment on the Market. What- 
ever You Need, We Have It. Twenty-Five Ex- 
clusive Advantages. Radically Different. 


Write us today... 
©. J. McCLURE TALKING PICTURES 


1115 W. WASHINGTON BLYD. 
CHICAGO, ILLLINOIS Phone CANal 4914 




















( FROM CAMERA TO SCREEN 
QUICK! 


Why take chances? 
RAILWAY EXPRESS 


Use and specify 
the fast, sure service 
that speeds up speed on films, equip- 
ment and promotion material. Low rates. 

High economy 
And 


For super-speed use 


It pays 


17R EXPRESS 
3 miles a minute, 


RAILWAY@EXPRESS 


AGENCY Inc. 


\ NATION-WIDE RAIL-AIR pale 
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@ THE INDUSTRIAL PRODUCER'S 
outstanding recent contributions 
to national defense training, to 
both training 
materials and for the general 


army and navy 
public and industrial relations 
uses of 
the industry 
present era, 





industry show how 


has adapted itself to the 


well 


\ growing realization that films possess the 
power to make understood the problems which 
industry faces as a result of curtailed and di- 
verted production lines is noticeable in agency 
circles. advertising 


Present written to 


turn away sales from an already oversold dealer 


copy. 


field, can hardly accomplish any lasting public 
relations goods. The story must be told com- 
pletely and it should be told only to those cus- 


tomers in 


the dealer and, in turn, the 


manufacturer is interested. 


whom 


Because films can do this job better than any 
other medium, because they have the power (as 
demonstrated in the Hotpoint story which is a 
this 
dealer's doorstep for such a message, they should 


feature of issue) to bring crowds to the 
be used more widely and with greater importance 
than ever before in 1942. Understanding that 
the Job of Training and Selling for Tomorrow's 
Post War Markets is of primary importance to 
all industry, the film producer will be ready to 
serve a growing clientele. That he must serve 
honestly and efficiently goes without saying. 
Kind Words For a Public Utility 

It is a stirring story which the Southern 
England Telephone Company tells in its 


New 
new 
sound motion picture Connecticut Answers. The 
film shows vividly how the whole state is labor- 
ing to speed defense production. It shows also 
that in Connecticut we have something that is 
well worth defending. Human activity and nat- 
ural beauty are skillfully blended in a fast-mov- 
ing series of pictorial shots. 

The film is frankly propaganda and is labeled 
as such. The telephone company points out quite 
properly that telephone service is vital to de 
fense production. It has a right to be proud of 
the fact that it has been able to adjust that ser 
vice so that it fits in with tremendous industrial 
expansion. The company is trying to keep its 
employees aware of the importance of the work 
they are doing. The film shows them doing 
more than their bit for the defense program. 

This strikes us as wholly legitimate public re- 
lations activity. The telephone company is a 
monopoly and can, at such times, be arbitrary. 
But when we see such a film as Connecticut An- 
swers, we realize that the telephone is just about 
as important to the country as the arteries are to 
the body. We shall try, from now on, not to go 
to pieces when we very occasionally get a wrong 
Vews-Times. 
Editor's Note: Films continue to receive a good 


number. Danbury (Conn.) 


share of favorable editorial comment on their 
useful role in the nation’s business. If you see 
items like this in your local paper, clip them and 
forward to Business SCREEN. 


' 





MR. PRODUCER — VJ 
MR. USER — 


If your product is for |6mm 

release, check these facilities 

for studio or location 

© Direct |6mm Recording 

© Re-recording — 16 to 16 —35 to 16— 
16 to 35—Sync Transcription to 16 Film 

© Sync Precision 16 Prefessional Camera 

© Interlock 16 Sound to any 35 Camera 
for Syne Shooting 

© 16 Sync Playback 

® Hammond Novachord for Scoring, etc. 


And many other services to enable you 
to make better pictures at less cost. 


Write 


TELEFILM 


INCORPORATED 
6039 Hollywood Blvd. Hollywood, Calif. 
GLadstone 5748 
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| QUALITY PRODUCTIONS 


BLACK & WHITE & IN COLOR 
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Division of 





SARRA, Inc. 
WHitehall 515! -:- 16 East Ontario Street -:- Chicago 
to fremncet. ON Is Vv 














SLIDEFILM PRODUCERS! 


3-DIMENSIONAL 
KODACHROME SLIDEFILMS 


from your original stereo transparencies for 
use in S.V.E. Polaroid Projectors and "Tru-Vue" 
stereo viewers. 


color ILLUSTRATIONS, Inc. 


152 WEST 42nd ST. @© NEW YORK @ Phone Longacre 5-9255 








IN SAN FRANCISCO.. 


A COMPLETE SERVICE for Motion Pictures, 
Sound Slidefilms, and Electrical Transcriptions. 
IDEAS .. . SCRIPT . . . PRODUCTION 
... EDITING... TITLING... RENTALS 


PHOTO & SOUND, Inc. es oT 105 


Exbrook 2 








OTHER PRODUCTION SOURCES 


AUDIO PRODUCTIONS, INC., 35-11 35th Ave., 
Long Island City, N. Y. 

ADVERTI-FILMS, 

B. K. BLAKE, 
City. 

BURTON HOLMES FILMS, 
Avenue, Chicago, Illinois. 

CARAVEL FILMS, INC., 730 Fifth Avenue, New 
York City. 

CASTLE FILMS, INC. Offices in Rockefeller 
Center, N. Y. Also Chicago and San Francisco. 

JAM HANDY PICTURE SERVICE. Offices in 
Chicago, Detroit, New York, Hollywood, Wil- 
mington and Dayton. 

LOUCKS & NORLING STUDIOS, 245 West 55th 
Street, New York City. 


INC., 
INC., 


Hollywood, Calif. 
RKO Bidg., New York 


INC., 7510 Ashland 
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@ Here at the heart of Chicago’s wholesale transportation and general business areas, adjacent to loop shopping, financial and 
theatrical sections, 20 North Wacker Drive offers both efficiency and economy of LOCATION for your office headquarters. 
Added convenience—and more time for your customers, executives and employees through these advantages in LOCATION. At 
the door, every kind of local, suburban and other transportation facilities with ample low-cost parking areas for those who drive. 
Within this towering modern office skyscraper are adequate facilities for all types of business meetings, with unexcelled luncheon, 
dinner and banquet service from popular-priced dining rooms to the luxurious facilities of the famed Electric Club. These extra 


advantages of 20 North Wacker Drive make it the preferred LOCATION for your office headquarters in Chicago. 


ainsi ici i 20 NORTH WACKER DRIVE 
ofthe President, Me. §.0. Thompson THE CIVIC OPERA BUILDING 


WASHINGTON BOULEVARD AND WACKER DRIVE ¢ CHICAGO 















PROJECTION SERVICE 


Local and regional facilities for the 
showing of commercial film programs 





California and Pacific Coast — 





ALLIED FILM EXHIBITORS, Inc. 


1963 So. Vermont Avenue, Los Angeles, Cal. 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 

56 exchanges serving 250 communities in the 
Western Trading Area. 


Regional offices 
SAN FRANCISCO * PORTLAND * SEATTLE 








Missouri, Central Illinois, Ete. — 


Mt jor coverage in ST.LOUIS 


and the States of Missouri, Illinois, and Arkansas 


dee RAY SWANK 


620 N. SKINKER BLVD., ST. LOUIS, MISSOURI 
EXPERIENCED COMMERCIAL DISTRIBUTOR 


Also Equipment Rental and Complete 16 mm. Library 














Missouri, Kansas, Ete. — 


KANSAS CITY SOUND SERVICE CO. 


1818 WYANDOTTE ® KANSAS CITY, MO. 


“The Road Show Center of 
The Heart of America” 
TERRITORY [KANSAS and WESTERN HALF MiS- 

| SOURI and ADJOINING TERRITORY 
NOW HANDLING COMMERCIAL FILMS for several Na- 
tional Manufacturers. Personal contact with over 100 roadshow 
operators enables us to give personal supervision. Our mailing 


lists over 2,000 Schools and Colleges. Twelve years’ experience 
as Motion Picture Distributors. 








New York, New Jersey, Connecticut — 





16MM & 35MM motion picture projection 

service. Arrange club, 
school, church showings, supply equipment and operators 
Full responsibility, one-time or long runs im New. York, 
New Jersey, and Connecticut. Continuous projection and 
sound-slide film service. Have largest local list of the- 
atrical outlets for top quality industrial films. 


KING COLE'S SOUND SERVICE, Inc. 


203 E. 26th ST., NEW YORK CITY LEx, 2-678! 











Ohio, Midwestern States — 


1,125,000 


Middle West Rural Residents See Our Programs 


Weehly 


We can show YOUR INDUSTRIAL FILM to this 


Audience 


RATES ON APPLICATION 
TWYMAN FILMS, Inc. 


7 Central Avenue Daytor hi0 








SPACE IN THIS DIRECTORY 
For information concerning listings in this 
geographical index, address Business 
Screen, 20 North Wacker Drive, Chicago. 
Rates for service sent on request to re- 
sponsible projection operators. 














FI LM [ N D E Brief notes on current films now in use for commercial and 
educational purposes, including those recently announced. 








Aircraft Production 

Title: “Curtiss-Wright Answers the Call for 
Quantity.” Subject: How this producer’s pro- 
duction schedule is being “stepped up” for 
defense. Sponsor: Curtiss-Wright, Inc. Com- 
ment: A sound motion picture available to mis- 
cellaneous business men’s groups. 

Baking (Sales Education) 

Title: “Retail Selling.” Subject: How to sell 
bakery goods. Sponsor: Standard Brands, Inc., 
makers of Fleischman’s yeast. Comment: A 
sound motion picture featuring the sponsor’s 
bakery merchandising consultant, Alice Dowl- 
ing; shown to groups of bakers and salespeople. 
Banking 

Title: “The Story of a Check.” Subject: The 
journey a check takes from the time it is drawn 
until it is paid by the bank and returned to 
the depositor. Comment: A motion picture of- 
fered for showings to groups of bank employees. 
Bottling Industry 

Title: “Bringing Them Back to Buy.” Subject: 
The returnable beverage bottle as an important 
business-getter for the grocery trade. Sponsor: 
The Owens-Illinois Glass Company. Comment: 
Dramatizes the results of two recent surveys on 
the returnable beverage bottle, as made by the 
Home Makers Guild of America. A _ talking 
picture. 

Food Industry 

Title: “Coffee, the Pride of Columbia.” Subject: 
Growing and processing of coffee—from seed 
to packaging. Sponsor: Atlantic and Pacific 
Tea Company. Comment: Motion pictures in 
technicolor for general consumer audiences and 
school uses. 

Furniture Industry 

Title: “American Walnut.” Subject: Historical 
background, present manufacturing use of wal- 
nut woods, Sponsor: American Walnut Manu- 
facturer’s Association. Comment: A new color 
and sound motion picture available for free 
showing by interested groups. 

Garment Making 

Subject: Operation and use of an automatic 
spreading machine produced by the sponsor. 
Sponsor: Cutting Room Appliances Corporation. 
Comment: A 16mm. motion picture available 
to interested manufacturers and garment-makers’ 
convention groups. Machine is shown in opera- 
tion in garment factories of various types, han- 
dling materials ranging from 36-inch cottons 
to 60-inch woolens and 600-pound canvas. 
Glass Making 
Title: “Blow Pipes.” 
manufacturing processes. Sponsor: Libbey Glass 
Company of Toledo, Ohio. Comment: A tech- 
nicolor motion picture being shown as an edu- 
cational feature before convention and club 


Subject: Outlines glass 


groups. 

Industrial Products 

Title: “Keep "Em Rolling.” Subject: The manu- 
facture of bearings. Sponsor: Timken Roller 
Bearing Company. Comment: A motion picture 
being shown to Timken distributor groups. 
Insurance 

Title: “A Plan for Americans.” Subject: Wel- 
fare. Sponsor: The Welfare Division of Metro- 
politan Life Insurance Company. 





Oil and Gasoline 

Subject: Endurance tests for motor oils. Spon- 
sor: Continental Oil Company. Comment: Out- 
of door showings at major oil stations selling 
sponsor's products. A motion picture relating 
story of recent road tests given Conoco’s Nth 
motor oil under supervision of Professor H. M. 
Jackson of Purdue University. 

Poultry Production 

Title: “Give Eggs a Break,” and “Your Chicken 
Dinner.” Subject: The ‘how’ of egg and poultry 
production on New England farms, plus a 
presentation of a variety of ways of preparing 
both for the table. Sponsor: The Maine Fresh 
Egg Institute. Comment: Paired motion pictures 
in color being shown to farmer groups. 


PEP UP YOUR MOVIE SHOWS 


with POST 16mm Sound Films! 


Many new features and shorts. Popular 
Hollywood stars. Wide variety of sub- 
ject matter. Illustrated 1942 Catalog 
sent on request. Write today! 


POST PICTURES CORP. 


723 Seventh Ave., Dept. 11, New York City 




















16MM KODACHROME TECHNIQUE 


OPTICAL-CHEMICAL FADES 
LAP DISSOLVES-ART TITLES 
EDITING and ANIMATION 


SLIDES FOR MEETING PRESENTATIONS 


JOHN HANS, Inc., 6 E. 39th ST. 
NEW YORK CITY 









































SAFEGUARD YOUR FILMS 


INSIST Tey 
ON saan wane 
FIBERBILT AND FILM 
SHIPPING WHILE 
CASES IN TRANSIT 














(across THE NATION or ) 


-TO THE NEXT TOWN 


You tell us where. We’ll deliver the 

goods—film, equipment and promotion 

material—at passenger-train speed. Low, 

economical rates. For service, just phone. 
— And — 


For super-speed use AIR EXPRESS 
3 miles a minute. 


RAILWA XPRESS 


AGENCY INC. 














NATION-WIDE RAIL-AIR SERVICE j 








































DEVAN 


FROM HAW 









of the Navy’s far-flung 






Pacific isles to the 


THE FINEST THEATRE PROJECTION 


Here is 35mm theatre sound projection at its best! This 
DeVry Heavy Duty Professional Theatre Projector is 
built to withstand punishment; from the torrid heat of 


the tropics to the frigid cold of the Arctic; its rugged sal ae and the hed ae 
endurance assures constant, theatre-quality performance. hina dependable, Pb samien urdy 
Features: Heavy Duty Interchangeable Intermittent Sys- portable Pid are especially dubia a” 
tem; Patented Silent Chain Drive Mechanism; Built-in “Q” ey DeVry “Interpret ne for 
Sound Head with Rotary Stabilizer; DeVry Patented Ex- mes Projectors ae 


ternal Framing Device Synchronized with Shutter; 
Automatic Picture and Sound Change-Over for Dual 
Projector Operation. Dust-Proof Case, Rigid Base, etc. 








Let DeVry serve all your film needs 
WITH THESE FEATURED PRODUCTS 








. 
Cameras for All Industrial Uses 
DeVry Automatic 35mm ™* Vy Increase Life of Films 
Cameras are ideal for all = ff AL by Save-Kote Process! 
ind High-st ™“, Send us your films for special pro- 
models are adaptable for ~ ON — cessing treatment: improves projec- 
many purposes. Shown is ~~ 3 — tion, Somme oe — protects —— 
: — rat Sy irt, ust, wear an cli- 
DeVry 35mm ‘Magic _ a pie oa, Either black and white or 
Eye with electromagnetic er “color films. Costs but a fraction of 
shutter release attachment aie ™ a cent per foot. 
for special inspection : ’ 
work. Other models avail- Pa! ‘i, Free Trial Offer! 
able for motion study, in- # To _ prove Save-Kote is all we say 
: cane it is we'll process 400 feet abso- 
dustrial training, produc- yf ‘N. lutely free. Send yours today—no 
tion records, etc. i > S obligation whatsoever. 
Immediate Delivery! 











I] . . i ; 
eading industrial and ieiba 2 
‘ a users 


TO NEWFOUNDLA 


So that the men who serve in the distant outposts of our 
nation’s first line of defense may enjoy the same high-quality 
of film entertainment that has made America’s cinema theatres 
the world’s finest, the latest in DeVry heavy-duty professional 
dual theatre projection equipment is being installed in many 
bases from the distant 


shores of Newfoundland. 


* 

*In addition to th 
Jectors aber 
craft, De 
duty Projectors ; 
©0-ordinate ad 


AND SERVICES! 


DeVry Films and Laboratory 


Complete _ facilities 
for educational and 
other film labora- 
tory service, record- 
ing, titling and film 
counsel at econom- 
ical cost. Modern 
laboratory facilities 
assure excellent re- 
sults. Projector ser- 
vice in key cities 
throughout the 
United States. 


. ard our 
Vry dual (the 


DeVry “QR-12” 16mm 
































Sound Projector 
























DEVRY CORPORATION 





New York 


Hollywood 


To those 


who have shared the viston— 


— the vision of national acceptance — acceptance of the simple idea that pictures make 
things plain — that all things may be made more understandable — that all tasks may 
be made easier to learn by seeing through the eyes of the cinema the picture that the 
camera takes and the projector vividly throws lighted and living upon the screen. 

The Time Has Come — The time of opportunity, and with it, the time of obligation, 
to do what only our instruments can do to expedite training in national defense, to per- 
fect the distribution of goods and services, to improve industrial relations and public 
relations by establishing instantaneous appreciation of all that needs to be more 
clearly understood. 

Let Us Make Good — let us make good pictures Let us make good our promises 
or reduce them to promises that we can make good * Let us strictly confine all pre- 
tenses to the stage floor Let us keep within the scope of our qualified experience 
Let us do only those things which we can do truly well Let us undertake only those 
responsibilities which we can carry competently. 

Let Us Co-operate in a tribute to our medium-of-vision — a tribute which can be ren- 


dered only by good films economically produced in the spirit of integrity, dependability 


Pome 


and real craftsmanship. 


iddressed to all producers of commercial and 
educational films in the interests of national 


defense and the future of the “industry” 
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